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You Can Make Money 
By Leasing 


Even small dealers can do it, says Harry 
Blackman, president of the West Coast’s 
White Front Stores. And in an exclusive 
interview he describes what departments 
can be leased profitably and how to select 
concessionaires. see page 21 


TC on Spiffs, PM 


Bearing out an EM Week prediction that 
FTC would turn its “‘interest’”’ in spiffs and 
push money into action, the commission has 
published a set of “guides” on provisions 
of the Robinson-Patman Act. see page 4 


He Found Salvation 
In a Satellite 


And Connecticut dealer Harold Glazer says 
he'd open another satellite tomorrow if he 
could. Why? Because a second store can 
increase purchasing power and extend your 
market, while operating on a limited over- 
head. see page 24 


IAM Has a New Look 


Out of the IAM convention in Cincinnati 
came word of a shift from statistical studies 
and lobbying to manufacturer wooing, mar- 
keting research, consultation. see page 8 


Parts Jobbers Plan 


Training Package 


And both servicing dealers and manufac- 
turers are having their say about what sub- 
jects the APJA service traini thool 
jects the APJA service training schoo 
should cover, how long it should last and 
who should attend. For answers to an 
APJA questionnaire . . . see page 39 
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amma Kor Junketing Dealer S. 
Low Prices, Lots of Features 


i Dead-serious pricing and careful model key- 
™e Mak ing characterize Admiral’s new line now on 
"a view in Las Vegas, last week in Miami Beach. 
In Admiral’s usual careful steps of $20 (‘that 
way if they skip one, we still get just a $40 
jump”) the lines stretched out a little to hit 
new price appeals—a $9.95 radio, a $159.95 
stereo console, a $199.95 23-inch table TV. New 
features keyed the steps, a top one being Super 

Son-R (at left with 23-inch table model). 
Besides the line, Admiral’s careful but casual 
atmosphere and anything-but-casual incentives 

boosted a buying mood. 

One dealer, Paul George of Malone, N. Y., got 
CONTINUED ON PAGE 3 


ZENITH Can a Line Add Up to 
Sales of 1.25 Million Sets? 


Zenith TV is long again for 1961. The Trues- 
dell mix continues 17’s and 21’s, adds 19-inch 
slim portables; features reflection-free face 
plates in high-end and 23’s; expands furniture 
again and remotes again; ducks color and tran- 
sistors. 

The announced 38-basic model line included: 
four 17-inch portables, one with remote; one 
21-inch table; two 21-inch consoles; six 19-inch 
portables; four 23-inch tables; eighteen 23-inch 
consoles (like the lo-boy “Coburg” at left); 
three combos. 

But, based on reaction from the 700-man 
distributor convention last week at Chicago’s 

CONTINUED ON PAGE 8 
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emerson A Big Line with a Model 
for Every Market Opportunity 


Emerson Radio’s 1961 line of TV-stereo-radio 
—‘our widest ever’’—squarely faces the shoe 
business that television has become. The com- 
pany fires products into every area of the tube- 
size mix and studs each with hot prices. 

Emerson is proudest of its six-way 23-in. 
TV-stereo-radio combination at the top of the 
line—with remote control at $598 (at left); and 
rates its 19-in. front sound, slim portable at 
$188 and $258 with remote as the next hottest 
offering. 

Broken down into sizes, the line will offer 
five 17-in. sets, six at 19 inches, five at 21 and 
twenty 23-inchers. 


» 


And for a Boxscore of Other TV Lines 
Previously Introduced This Year 


CONTINUED ON PAGE 3 


SEE PAGE 3 





MIDWEST . . . DETROIT—Dealers 
here were putting the blame 
for the delay of the predicted 
“Sixty Surge’ variously on the 
weather, consumer  indebted- 
ness, and price competition. 
Everyone was waiting until the 
end of this quarter to venture 
any more predictions for a 
“boom.” 

According to Bill Richter, 
Hotpoint Appliances, history 
was repeating itself this year. 
“The biggest competition ap- 
pliances have right now is 
boats, compact cars and travel. 
It’s like 1955 when the auto 
sales boom tied up money and 
cut into the appliance dealer’s 
business,” he noted. 

As for competition 
large department stores and 
notional chains in the area, 
members of the Michigan Ap- 
pliance Dealers Assn. were 
huddling for a move to private 
brand merchandise. Christen- 
ing of the goods, however, was 
still on the agenda. 


with 


NORTHWEST . . PORTLAND— 
June was beginning to bloom 
here for dealers who had strug- 
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Dealers across the country told EM Week that business was steady, 
but not as exciting as seers predicted for the “Sixty Surge.” 


gled through a depressed mar- 
ket during the fourth wettest 
May since 1901. Weather put 
the damper on sales with but 
a few exceptions. 

One exception: 10-year-old 
Lampus Co. A big newspaper 
campaign for the grand open- 
ing of a 14,000-sq.-ft. expan- 
sion of the main store pulled in 
the traffic. 

The spell of fine days open- 
ing this month was bringing a 
quick lift in business to down- 
town stores. 

But suburban dealers like 
Harold Kelley of Beaverton 
Appliance Garden marked time 
while homeowners caught up 
with yard work. Manager Kent 
Price, however, was bracing for 
a delayed rush when the “fix 
up” mood moves inside. 

In general, dealers were find- 
ing that TV was holding up be- 
yond expectations and white 
goods were moving well. 


SOUTH CENTRAL LITTLE 
ROCK—The market for appli- 
ances in this city was chugging 
along well below predictions 
for a “sizzling 1960.” 


And dealers say it’s not just “pie in the sky” for this appliance 
promotion which is beginning to pull in the customers from 


coast to coast 


The pizza party was cooked up 
by Roxie Pomarico, major appli- 
ance sales manager for McCollum- 
Law Corp., the Rocky Mountain 
distributor for Westinghouse. Suc- 
cess in Colorado (as high as 23 ap- 
pliances sold during pizza baking 
demonstrations at one store) drew 
the attention of Gene Riley in Los 
Angeles, the regional merchandise 
manager for Westinghouse. Riley 
passed on this enthusiasm to Mans- 
field, and now the company pro- 
vides a complete pizza party sales 
kit. 


Successful parties so far have been 
staged in Colorado, Wyoming and 
on the West Coast. Tomorrow and 
the next day dealer Bill Smith of 
silico Ltd. in Albuquerque will 
roll up his sleeves, put on a chef’s 
hat and “genuine false Italian 
mustache” and start cooking up 
appliance sales while the smell of 
baking pizza keeps his customers 
pleasantly hypnotized. 


The sales kit Bill Smith will use 
contains dime-store mustaches, 
caps and aprons for the store man- 
ager and his salesmen, and a seven- 
foot dummy called “Luigi” (see 
picture). “Luigi” is dressed in a 
chef’s costume and sports a big 
black Italian-peasant style mus- 
tache. An electric motor causes thé 
dummy’s arm to wave. Balloons at- 
tached to the arm help attract at- 
tention when “Luigi” is stationed 
on the curb outside store. 


This kind of party works because, 


unlike some _ othe! promotions 


which keep the dealer too busy 
running the show to make any 
sales, the pizza baking demonstra- 
tion has sales time built in. Most 
people who come to find out how 
to bake pizza stay for a bite or two 
of the pie. In the 30 minutes that 
the pies are baking, the dealer and 
his staff have a chance to expand 
on the virtues of the Westinghouse 
line. The promotion is aided by 
price tags in the shape of pizzas, 
window banners, confetti stream- 
ers and point-of-sale posters, all 
part of the kit. Some dealers offer 


SNIPPING A PIECE OF PIZZA is Ruth Laird, home econo- 
mist. That’s Colorado dealer Mike Olshove in the mustache. 


Arkansas Power and Light 
Co. said that sales have been 
off 21% this spring. The big- 
gest drop was in air condition- 
ers, a decline attributed to un- 
usually cool weather. 

Dealers saw no cause for 
alarm, though, and most of 
them were expecting to end the 
year in about the same shape 
as at the end of 1959. 

Dealer Curtis Finch Sr. 
summed it up for EM Week 
this way: “I don’t look for any 
big boom or any big decline.” 

Another sign that nobody 
was running’ scared—prices 
were holding close to list, 
shading on trade-ins only. 


SOUTH ... MIAMI—Rain ended 
another spotty week and put a 
halt to the beginning of good 
air conditioner sales previously 
reported. 

Dealers here were saying that 
chances were slim for recoup 
in poor first-quarter sales. Dis- 
tributors, on the other hand, 
were reporting that business 
was not bad, but not as good as 
expected. At least two distribu- 
tors were smiling about im- 


specials on ice cube trays and the 
like, or give away plastic refriger- 
ator banks and recipe files in the 
form of a miniature Westinghouse 
range. Other dealers auction off the 
range in which the pizza is baked. 


Traffic at the parties numbered as 
high as 1,900 persons at Lane’s Ap- 
pliance Store in Grand Junction, 
Colo. The guests consumed 100 pies. 
And in Craig, population 3,800, 
over 1,000 people crowded into 
Merle Rogers’ hardware store. 
The star of the pizza party in 
Colorado was Mrs. Ruth Laird, 
home economist for McCollum- 
Law. In advance of the weekend 
parties she prepared pie dough and 
placed it in the dealer’s freezer. 


provement in appliance sales 
across the board. 

“Dealers will have to work 
harder than ever,’ remarked 
Cecil Kirby, president of Kirby- 
Tuttle Co., Inc. “People aren’t 
buying, although I think they 
have it to spend.” 

A slight sales increase was 
posted by Joseph Burrell, Bur- 
rell Appliances. “But the in- 
crease will not be enough to 
counteract extra expenses,” 
Burrell complained. 


EAST ... BRIDGEPORT—Warm 
weather finally hit here last 
week and dealers were not 
complaining. Business was very 
good. 

Both Bob Lederer of Led- 
erer’s and Gene Del Vecchio of 
Algene Electric were beaming 
about air conditioners. “Well 
ahead of last year,” they said 
enthusiastically. 

“United Illuminating is doing 
a tremendous promotional job 
for us,’ Lederer added, “and 
you can’t give the weather all 
the glory. 

Generally, TV and 
were moving strong. 


stereo 


Westinghouse Pizza Party: Dealers Roll in Dough 


During the party she discussed the 
best features of the Westinghouse 
range as she baked. 


The proof of the pudding (or of 
the promotional pie) is, in the 
words of Chuck Zender, sales pro- 
motion manager for McCollum- 
Law, “The fact that four dealers 
sent us unsolicited letters telling 
what a big success the pizza party 
had been. They said that they 
wanted more promotions like this. 

In case someone is still skeptical 
about the potential popularity of a 
pizza party; he should talk to 
Roxie Pomarico. He was the one 
who uncovered statistics that more 
pizzas than hot dogs were sold in 
the U. S. in 1959. 


THIS IS “LUIGI,” seven-foot dummy used as a traffic 
stopper for Olshove’s Glenwood Springs pizza party. 
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Admiral Has Happy Eye on Prices 


CONTINUED FROM PAGE | 


so moody he went home with $1,800 
cash, two mink stoles and a pool 
table. “And a little merchandise, 
too,” he grinned. 

Dealers bought from a 28-model 
line, including eleven 19-inch mod- 
els. The 23-inch suggested retail 
prices started at $199.95; remote 
control units at $299.95; stereo 
theaters—combos—at $299.95 with 
19-inch TV. In the regular 19-inch 
line, portables start at $159.95, con- 
solettes at $199.95. 

These prices are evidence enough 
that Admiral is going to continue 
to offer a price advantage wher- 
ever it can. Speaking of this, Ross 
D. Siragusa, Admiral’s president, 
said in Florida, “The whole indus- 
try has a price umbrella over its 
17’s and 21’s. We don’t have any 
17’s and only a very few 21’s, and 
we don’t need any umbrella.” Sira- 
gusa backed this up by saying that 
on March 15 there were no 17’s at 
the factory: on April 30, there were 
none at the distributor level. 


Features in the TV line include 
bonded tubes in all but leaders in 
the 23-inch line, new Super Son-R 
based on an improved transistor- 
ized control circuit, an increased 
emphasis on the stereo theater with 
the introduction of 19-inch models. 

In stereo, the line-up is similar 
to last year, with a $10 step-down 
in the low console, diamond needles 
from the top of the portable line 
all the way up, visual balance indi- 
cators at the top end, and Admiral’s 
high style approach to cabinetry 
throughout. 

In radio, where Admiral waves 
the flag regularly, the Chicago firm 
slam-banged into the Japanese 
competition with a $9.95 four-tube 
table radio, clock types and AM- 
FM at near-leader prices, too. 

In white goods, early introduc- 
tion of four 1961 models—different 


C. B. FLINN triumphantly waves leader model radio. Spotlighted Avalon will go 
at $9.95, has four tubes, is “all American.” 


from the 1960 line—presaged price 
appeal in appliances, too. There is 
a “side by side’ deal which will 
allow dealers to offer a 13.9-cu.-ft. 
freezer and a _ 13.6-cu.-ft. single 
door refrigerator at $199.95 each. 


Hoopla, ballyhoo and cash on the 
barrelhead helped Admiral rack up 
sales at a fast clip in Miami Beach. 
For the first two meetings (of a 
total of six in both east and west), 
Carl Lantz, president of Admiral 
Sales Corp., announced a 28% 





over-target total. On that first 
day at dinner, he claimed sales for 
the day between $6 million and $7 
million. 

The spur was cash, tickets in the 
door prize drum and good deals. 
The packages were designed, of 
course, to shape the mix for the 
year, and included such items as 24 
TV sets, four refrigerators, etc. A 
dealer could go for any or all, and 
if he hit lucky and bought big like 
Mr. George, his spiffs could mount 
up to an impressive percentage. 


CUMULATIVE BOX SCORE 
ON THE NEW TV LINES 


Here’s a rundown on major 
features of the new TV lines— 
and where to find details. 


A 19-inch table model 
series with out-front 
flanking speakers starts 
at $209. A _ four-model 
line of 17-inch designers; 
the five-model 21-inch 
series starts at $189 and 
the 23’s, with a table 
model from $209, a series 
of upright consoles and 
lowboys from $249, end 
the G-E offering. (EM 
Week, May 23, page 1.) 
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A 19-inch transistor port- 
able at $275 with battery 
at an additional $88. Also 
a five-model line of ‘“‘jun- 
ior consoles”; a six-model 
standard line of 23’s, de- 
luxe 23’s and top-of-the- 
line 23’s with Drexel styl- 
ing. (EM Weer, May 23, 
page 1.) 


MOTOROLA 





Adds 19’s and 23’s while 
carrying over the 17’s and 
21’s in a 30-model black- 
and-white line. Top of the 
line is the Henredon cabi- 
netry series of three mod- 
els; 13 color models. (EM 
Week, May 30.) 


Carried over are 17’s and 
19’s, with 23’s added. The 
23’s include a three-mod- 
el group from $189, an 
upright console at open 
list, wood topped and faced 
lowboy consoles starting at § 
$259 and three Heywood- 
Wakefield models from 
$495. (EM Week, June 6, 
page 1.) 


SYLVANIA 








New Emerson T'V Lineup Offers 
Something for Every Possibility 


CONTINUED FROM PAGE | 
Only carryovers will be four 17- 
in. portables, two of which are Tru 


Slim models, with the low end 
starting at $128. The steps are to 
$158 and $188. The new 17-in. 
portable is a Tru Slim job with 
front sound and remote tuning de- 
signed to retail at $258. 


All of the 19’s come in with front 
sound. Table models start at $198 
with hardwood veneer cabinetry 
and jump to $268 when remote 
tuning is added to the package. 

Emerson’s 21-in. console ($248) 
offers dealers a chance crack at re- 
turn business. The console—with 
stereo hi-fi selector switch, second- 
ary sound channel for stereo and 
matching multi-speaker hi-fi sound 
system in a hardwood veneer cabi- 
net—can be matched with a stereo 
high fidelity phonograph with auto- 
matic four-speed record changer 
for another $138. Another $68 will 
buy an external speaker system 
and record storage unit. 


Only two 21-in. table models, both 
in hardwood veneer cabinets, are 
being offered. The prices: $248 and 


$318 with remote tuning. Emer- 
son’s 2l-in. Danish consoles will go 
for $358 with wireless remote con- 
trol; for $288 without the remote. 

Table models, consolettes, con- 
soles and lowboys are all availabie 
with the 23-in. screen. 

The table models with metal 
cabinets start at $198, the consol- 
ette at $208. If the customer is 
looking for wood cabinets in those 
models, he’ll have to pay $218 and 
$228, respectively. 


Furniture in the consoles runs from 
traditional to contemporary with a 
stop at Danish. Low end begins at 
$248. The top, a 23-in. lowboy with 
remote tuning, ““Dyna-Power” chas- 
sis and high fidelity sound system, 
1S $398. 

A 23-in. console with contem- 
porary styling and matched multi- 
speaker high fidelity sound system 
goes for $268. Styled traditionally, 
the set has a suggested list of $278. 

The Danish console starts at $288. 
Again, remote tuning can add an- 
other $70. 


Low end on television-stereo com- 
bos starts at $328 and climbs the 





previously mentioned six-way job 
for $598. There are five stops on 
the way to the top. 

The low-end unit is a self-con- 
tained, 23-in., lowboy, three-way, 
stereophonic TV-phonograph com- 
bination with automatic four-speed 
record changer, dual channel high 
fidelity amplifier and dual four- 
speaker sound system—all in hard- 
wood veneer cabinet. 

And Emerson will be offering a 
10-in. battery-operated all-transis- 
tor portable. The “Trans-Viewer” 
weighs 28 lbs. and retails for about 
$250. The battery is rechargeable. 

Table model radios start at $13.88 
and run to $98 for a stereophonic 
AM-FM model in a hardwood ve- 
neer cabinet. The low-end radio 
can be used with Emerson’s $34.88 
FM model as matching stereo mod- 
els. Another match can be worked 
out, too. A $36.88 FM model is de- 
signed for use with the $24.88 table 
radio. 


Clock radios start at $22.88 and 
take three steps to $38 for a push- 
button “Sleep Saver” model, avail- 
able in a variety of colors. And 
Emerson is offering an eight-trans- 
istor portable clock radio for $68. 
The clock is battery operated. 

A battery - operated transistor 
pocket portable phonograph which 
will play either 33% or 45 rpm 
records goes for $68. 





THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.D.T.) 

11 A.M. (NBC) The Price Is Right 
(Emcee: Bill Cullen) (Monday 
Friday) 

12:30 P.M. (NBC) It Could Be You 
(Emcee: Bill Leyden) (Monday 
Friday) 

10 P.M. (NBC) The Margaret Bourke 
White Story, starring Theresa 
Wright and Eli Wallach 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


THURSDAY 
9:30 P.M. (NBC) The Ford Show, 


starring Tennessee Ernie Ford 


FRIDAY 
9:30 P.M. (NBC) Masquerade Party 


SATURDAY 
10 A.M. (NBC) The Howdy Dooay 
Show 
10:30 A.M. (NBC) The Ruff & Reddy 
Show 
7:30 P.M. (NBC) Bonanza, tonisht 
Vendetta, a repeat 
SUNDAY 
8 P.M. (NBC) Music on Ice 
9 P.M. (NBC) The Chevy Myste: 


- 
now 





FTC Speaks on Spiffs, Push Money 


In a move to help businessmen voluntarily obey the law, FTC 
has published a set of “‘guides’”’ on two sticky provisions of the 


Robinson-Patman Act 


This action bore out an EM Week 
prediction last December that FTC 
would turn its “interest” in push 
money cases into “stronger medi- 
cine.” (That prediction, you may 
remember, was met with skepti- 
cism in some quarters.) 


The 16-point guide deals with ad- 
vertising allowances and _ other 
merchandising payments and serv- 
ices. In layman’s language, the 
guide is supposed to help business- 
men understand what is legal and 
what is illegal under the provisions 
of Section 2 (D) and (E) of the 
Robinson-Patman Act. 

e Under Section 2 (D), a seller 
making payments or allowances for 
promotional purposes to one of his 
customers must make the payments 
“available on proportionately equal 
terms” to all competing customers. 
e@e Under Section 2 (E), services 





furnished to a buyer by a seller 
must also be made available to all 
competing buyers on _ proportion- 
ately equal terms. 


FTC suggests several ways to do 
business without violating these 
provisions of the law. For example, 
one suggestion is that a seller mak- 
ing payments or furnishing serv- 
ices to his buyers should do so 
under a written plan that informs 
all competing buyers of the details. 

Another suggestion: Best way to 
assure that payments are made “on 
proportionately equal terms” is to 
base payments made or services 
furnished on the dollar volume or 
on the quantity of goods purchased 
during a specified time. 


The guide makes it clear that while 
Sections 2 (D) and (E) of the act 
are directed against sellers, cus- 
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tomers may get in trouble with 
FTC under other laws for inducing 
discriminatory promotional pay- 
ments or services, or for taking 
promotional payments but not us- 
ing the money for advertising pur- 
poses. In addition, FTC warns that 
a seller who makes promotional 
payments to customers where the 
customers perform no promotional 
services may be guilty of illegal 
price discrimination under Section 
2 (A). 


FTC makes several other warnings. 
For one thing, it does not intend its 
guides to cover every possible situ- 
ation. For another, the guides are 
not intended to help business “skirt 
illegality.” And FTC promises to 
continue vigorous enforcement of 
the Robinson-Patman Act. 

Adoption of the guides was not 
unanimous. FTC member William 
C. Kern said he does not believe 
“in the soundness and wisdom of 
the issuance of any guides in this 
area of the Commission’s statutory 
responsibility.” 





Power Mower Sales: Rolling Along 


A look around the country by 
EM Week revealed that man- 
ufacturers and most dealers 
were happy 


On the whole, dealers found they 
encountered this sort of pattern: 
e Increasingly sophisticated buy- 
ers, who were interested in quality 
and willing to pay for it. 

e A sharp drop in 24- and 25-in. 
sales and a jump ahead for smaller 
units (18 to 2i-in.). 

Manufacturers seemed almost 
uniformly happy with the situa- 
tion. At Moto Mower, sales were 
running 30% ahead of fiscal 1959 
and, barring a collapse this sum- 
mer, the company figured to finish 
its year, at the end of July, at that 
level. 

The Jacobsen Manufacturing Co. 
reported a “very fine increase” 
over last year’s sales and same held 
true for Lawn Boy where John 
Litchfield said: ‘We are getting 
more dealer and distributor move- 
ment than we have had for the last 
three or four years.” Litchfield’s 
educated guess: The company 


would wind up its sales year 10 to 
15% ahead of 1959. 


Why had 24- and 25-in. sales fallen 
so dramatically? William Nolan of 
Moto Mower gave these reasons: 

e Customers were finding the big- 
ger mowers, particularly in the 
push category, too awkward. 

e These sizes were more suscepti- 
ble to crank shaft problems. 

e@ In the replacement market, peo- 
ple who had encountered the first 
pair of problems were buying 
smaller mowers and finding they 
could do the job just as quickly and 
with less effort. 

And Nolan confirmed the trend 
toward higher priced units. 

“We found,” explained Lawn 
Boy’s Litchfield, “that some of the 
marginal engineering—shrouding 
and the ‘modern design’ kind of 
things—was not paying off. It was 
just additional weight to push 
around. 

“Like the case in autos, where 
people are getting back to four 
wheels and what’s my mileage, 
mower customers are getting back 
to basic performing units.”’ 


Grass-root reaction around the na- 
tion backed up the manufacturers. 

Summed up a Washington, D. C., 
area distributor: ‘We _ feel that 
consumers are getting tired of the 
‘grocery store’ type of lawn mower. 
They’re fed up with such junk. 
And so, they’re buying the better 
mowers—ones with service and 
parts guarantees.” 

Sales were up in most sections. 
In Chicago, where the sales were 
going great guns, a spokesman for 
Polk Brothers reported a 10% in- 
crease over 1959 and said that he 
was getting a better unit price now. 

The buy-up trend was at work 
in Cleveland, too. And despite the 
fact that volume was off (5 to 10% 
from last summer was the consen- 
sus), dealers felt they would break 
even in dollar volume because the 
customers were purchasing the big- 
ger ticketed items in quantity. 

Weather was cutting into sales 
in Los Angeles, leaving the situa- 
tion a bit spotty. Weather was a 
bit of a problem in Atlanta, too, 
but variances there, up or down, 
were slight, so business was about 
the same as in 1959. 





England-Bound Load 
Of Norge ‘Monsters’ 
Swings Aboard Ship 


Dubbed “magnificent monsters” by the 
British, these refrigerator-freezers 
reached London early last week, after 
a trip through the St. Lawrence Sea- 
way and the Atlantic aboard the 
freighter Pinemore of the Furness- 
Withy Line, from Muskegon, Mich. 

The boxes are part of an order, val- 
ued at “nearly $750,000” from Ken- 
wood Manufacturing Ltd., Woking, 
Surrey. They are single and two-door 
12- and 13-cubic footers—bigger than 
those the British are used to. 

“Use of frozen foods in England has 
increased astronomically in the past 
three years, opening a new British 
market for the large’ refrigerator- 
freezer,’ explained Rowland Burn- 
stan, president of Borg-Warner Inter- 
national. 





Utilities Huddle, 
Peek at Future 


And a bright future it will be, 
according to representatives of the 
nation’s leading tax-paying electric 
power companies assembled at At- 
lantic City last week for Edison 
Electric Institute’s 28th annual 
convention. Allan S. King, presi- 
dent of EEI and head of Northern 
States Power Co., in Minneapolis, 
reaffirmed predictions (see EM 
Week, June 6) that the consump- 
tion of electricity will quadruple 
in the next 20 years. 


Predictions for growth are not just 
crystal gazing, King continued. 
Quoting a special industry study, 
he said “There are literally dozens 
of appliances available today that 
hadn’t even been invented in 1940. 
About 600,000 homes are now 
heated with electricity, and we 
haven’t even scratched the surface. 
In the industrial field the electrical 
energy used per worker doubled 
from 1948 to 1958. And on the 
farm, the potentialities for growth 
are at least equally exciting.” 


“Staggering” use of appliances 
alone which helped account for 
utility growth in the past 20 years 
will continue in the future, King 
stated. He stressed that increase in 
population was a constant factor 
and automatically supplied a con- 
tinuing new market—over one 
million new customers each year. 
And added to that will be more in- 
dustrial automation and many new 
appliances. King said interest was 
developing in electronic ranges, 
mural screen (on the wall) TV, 
heating and cooling panels, ultra- 
sonic washers and electrolumines- 
cent walls that change colors elec- 
trically—to name just a few of the 
“futuristic” appliances which will 
create more demand for electric 
power in the years to come. 


NEMA Will Try 


Togetherness 





As we predicted last week, 
there’ll be one unified pro- 
motion for all products 


And the man in whose lap the 
whole problem was dumped is W. E. 
Saylor of Kelvinator. He’ll head a 
committee which will study the 
situation and report back in July 
with a recommendation for an 
agency to handle the unified cam- 
paign. 


Speed is vital in setting up this 
program since NEMA hopes to be 
able to take it to utilities in the 
early fall. Then’s the time the power 
companies are setting up local pro- 
motions for the coming year—and 
NEMA is banking heavily on util- 
ity tie-ins for support. 


Advocates of the single promotion 
approach think that member com- 
panies will get a harder hitting 
campaign and avoid useless duplica- 
tion of effort under the new plan. 
Heretofore, each product group 
within NEMA has undertaken its 
own promotional campaign. 


The selection of Saylor came during 
a board meeting which wound up 
the June 1-3 convention of NEMA’s 
new consumer products division. 
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a full 12.cubic foot 


genuine Hotpoint quality 
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00! ANNIVERSARY 
FREEZER BREAKTHRU 


Now, for the first time ever, you can offer genuine 
Hotpoint quality at such tremendous savings! A full 
12.1 cubic foot net capacity (NEMA)... 423 lb. storage 
capacity ... every shelf a fast-freezing shelf . . . conven- 
ient door storage . . . famous Magna-Seal door . . . a really 
great value! 

And, for the big 55th Anniversary celebration, Hot- 
point’s entire line of quality freezers is specially priced 
— a total of seven upright and chest models, in sizes to 
fillevery customer’s need. 
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EVEN BIGGER PROFIT OPPORTUNITIES 
WITH THE HOTPOINT BREAKTHRU BONUS! 
In addition to new, low prices, your Hotpoint Distributor 
is also offering extra incentives. Find out how you can 


qualify today ! 
HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 


... IF YOU'RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


A Division of General Electric Company, Chicago 44, Illinois 


HOTPOINT IS DOING BIG THINGS IN A BIG WAY! 
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New Products 


Ahead at Casco 


When Leonard F. Cramer arrives 
in Bridgeport, Conn., this week to 
take over as Casco’s president, a 
new order will be set in motion. 

Recently purchased by Standard 
Coil Products Co., Inc., as a move 
for diversification, Casco can now 
look forward to a pepped up future. 


Standard Coil’s intentions, accord- 
ing to an informed source, run 
something like this: New products, 
more aggressive management, in- 
creased engineering help. 

“We’ve bought a company which 
we feel has an exceedingly good 
name in its field,” explained the 
source, “and at the same time will 
help Standard Coil diversify.” 

The move into new products may 
not be limited to traffic appliances. 
Other fields are being explored, 
according to the source. 


The outlook? With aggressive man- 
agement, Standard Coil expects 
that Casco business can be _ in- 
creased two or three times in two 
years. 


Another plus factor will be Stand- 
ard Coil’s engineering knowledge. 
The company figures to make 
things as a supplier to Casco, but 
will not actually make Casco prod- 
ucts. 

The selection of Cramer as presi- 
dent also points the way to a more 
aggressive policy. Cramer comes to 
the company with heavy merchan- 
dising experience and expects to 
concentrate most of his efforts in 
that area. 


ELECTRICAL 


Ekco-Flint’s Salesman of the Year 


AWARD-WINNING Howard Fassett, left, receives an electric wristwatch from 
Vice President Donald R. Long, general manager of the Ekco-Flint division of 
Ekco Products Co., Chicago, for being named the outstanding salesman for 1959. 
Fassett, San Francisco district sales manager, was presented the award at the 
Salesman of the Year banquet during a recent national sales meeting in Geneva, 
N.Y. The outstanding salesman selection is based on a composite of overall per- 
formance, sales results, performance during special promotions, customer and 
trade relations, improvement as sales representative, expense control and man- 
agerial selling ability. The Ekco-Flint division is responsible for the company’s 
Flint Cook and Serve tools, cookware, cutlery, kitchen tools, beaters and openers 


plus flatware and other Ekco items. 





GENERAL ELECTRIC 
Rotisserie Broiler 


G-E’s rotisserie broiler, No. R21, is 
designed for easy cleaning and for 
fast and true broiling of a variety of 
meats. 

Features a chrome-plated steel ex- 
terior and interior; has a glass door 
which hinges down for easy access. 
The door and all parts except the 
heating element are removable for 
easy cleaning, and the chrome-plated 
interior wipes clean with a damp, 
soapy sponge. A removable reflector 
above the element protects inside top 
of unit. 

New “open-air” broiling design pro- 
vides a constant flow of fresh air to 
drive out moist air and permit meat 
to cook under direct infrared heat 
at greater speed. 

Also featured are pushbutton con- 
3-hr. timer which 
shuts off automatically, and a timed 
outlet for Comes 
equipped skewers, 
broiler pan 
removable re- 
Interior dimensions are 16 in. 
wide, 11 in. deep and 10 in. high; ac- 
commodates a 14-lb. turkey or a 10- 
lb. roast 
Price, $54.95. General Electric Co., 
Portable Appliance Dept., Bridgeport, 
Conn. 


trols, a electric 


other appliances 
with spit rod, 2 
pan and rack, 
shelf supports and a 


broiler 


flector 





GENERAL ELECTRIC Mixer-Knife Sharpener 


A newly designed portable mixer, No. 
M47, with a knife sharpener acces- 
sory has been announced by General 
Electric portable appliance division. 
The new mixer has smooth modern 
lines; weighs less than 2% lbs.; comes 
equiped with a drink mixer for whip- 


ping up milk shakes, party drinks, 


fruit juice mixtures. 

The knife sharpener accessory, No. 
M47Al1, plugs into the back of the 
mixer for quick, efficient use. Built- 
in magnetic knife guides hold the 
knife at the correct sharpening angle, 
and the finger guard is removable for 
easy cleaning. 

Mixer is available in white, yellow, 
pink end turquoise, and the knife 
sharpener in white. The 6-ft. cord set 
is detachable, and a keyhole slot ir 
mixer permits on-the-wall storage. 


Price, mixer, $21.95; knife sharpener 
accessory, $4.95. General Electric Co., 
Portable Appliance Dept., Bridgeport, 
Conn. 





GENERAL ELECTRIC Spray-Steam-Dry Iron 


Jor 


A new spray, steam and dry iron, No. 


F71, with 3 settings for wash-and- 
wear fabrics as well as wool, cotton 
and linen settings is announced. 
With the new iron fabrics such as 
nylon, Orlon, Acrilan, rayon, Arnel, 





Kodel and silk can be safely spray or 
steam ironed. Other wash-and-wear 
settings are for dry-ironing such fab- 
rics as Dynel, acetate, Creslan, Da- 
cron, Zefran and Verel. 

A new external spray nozzle which 
juts out from the front of the iron to 
direct spray onto the fabric prevents 
much spotting of fabrics. A larger fill 
funnel is provided for easy filling. 

Designed to produce steam at such 
low temperatures than many more 
fabrics can be safely steam ironed, 
and a new “even-heat” system keeps 
the soleplate uniformly warm so that 
synthetics can be ironed without fear 
of scorching or melting. Weighs 3%4 
lbs.; has a 30-sq.-in. soleplate. 

Price, $21.95. General Electric Co., 
Portable Appliance Dept., Bridgeport. 
Other New Products on page 31. 
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OF NEW WONDERWALL INSULATES BETTER 
THAN TWO INCHES OF ORDINARY 
REFRIGERATOR INSULATION ... 





and only Hotpoint has it! 








You sell 18 CU. FT. 
of food storage in the 








floor space of an 
ordinary ‘12’ 
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Now! Hotpoint more than doubles the in- 
sulating power of glass fiber by sealing it 
in a laminated, air-tight wrapper filled 
with harmless high density gas. The result 
is Wonderwall—a remarkable new thin in- 
sulation that gives more refrigerator space 
inside, less bulk outside . . . without any 
loss in insulating ability. 

Compared with an ordinary “12”, Won- 
derwall adds 25% more refrigerator stor- 
age and a dramatic 128% more freezer 
storage in the same floor space. And Won- 
derwall’s 6-ply laminated wrapper is so 
tough, it can be squeezed, twisted, even 
stomped on to demonstrate its ability to 
remain airtight. 

Contact your Hotpoint Distributor for 
details on the most powerful competitive 
advantage in refrigerators today. 


... 1F YOU’RE NOT A HOTPOINT DEALER YOU SHOULD BE! 


A Division of General Electric Company, Chicago 44, Iliinois 


HOTPOINT IS DOING BIG THINGS IN A BIG WAY! 
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IAM Has a New Look 
To Attract Companies 


Every spring, swallow-like, the 

Institute of Appliance Manufactur- 
ers (nee the Institute of Cooking 
and Heating Appliance Manufac- 
turers) returns to  Cincinnati’s 
stately Netherland-Hilton Hotel. 
Last week, the institute was back 
for its 26th annual convention with: 
e A new program designed to 
broaden the organization’s appeal 
to appliance makers. 
e A record-breaking 68 exhibits. 
e Three seminar sessions featur- 
ing New York University business 
school professors. 

The new program will mean re- 
duced membership dues and a shift 
in emphasis from statistical studies 
and Washington lobbying to mar- 
keting research and management 
consultation. 


Members formerly paid a flat an- 
nual fee for the institute’s 19 sep- 
arate services. Under the new set- 
up planned for next year, dues run 
from $1,250 to $1,000 (depending on 
company sales) and services will 
be reduced to a basic five. Those 
now are: (1) a full-time Washing- 
ton office; (2) a bulletin service 
covering all phases of the industry; 
(3) the institute publication “Home 
Appliance Builder’; (4) the annual 
convention and exhibit; (5) four 
hours of consulting service per 
month. 


For the record, the IAM board 
planned the new program to end 
some serious overlapping of serv- 
ices. In Cincinnati, though, there 
was talk that the change was pro- 
moted by a recent, supposed decline 
in membership. 
And there was hope that the 


change would pull in such compa- 
nies as General Electric and Frigi- 
daire, which usually attend the con- 
vention but don’t belong to the in- 
stitute. The IAM now has 147 mem- 
ber companies including Whirlpool, 
Tappan, Westinghouse, Dixie and 
Bardwick. 

Getting down to business, the 
IAM board, in a closed _ session, 
briefly discussed the revamping 
program, then went on to predict 
increased sales for most products 
in the second half of the year, with 
1960 as a whole likely to wind up 
a shade below 1959. 

Dealer inventories, they agreed, 
had been cut in May and they saw 
a general firming of prices ahead. 

Finally, the board glumly re- 
viewed the trend toward concentra- 
tion’ of appliance manufacturing, 
with gas range manufacturers, for 
example, down from over 200 a 
quarter-century ago to fewer than 
50 today. 


High point of the convention for 
most of the 700 members and 
guests were the exhibits which 
filled two of the Netherland’s floors. 
Exhibitors ranged from Interna- 
tional Nickel with a gleaming mod- 
el kitchen to dozens of appliance 
component manufacturers. 

Through the years, institute con- 
ventions have become known as 
one show appliance engineers don’t 
like to miss. For three full days 
they chat happily with engineers 
from other companies, picking up 
seads of useful information. 

Some manufacturers—usually 
smaller companies plus a number 
of Canadian firms—actually buy 
their components at the conven- 





* 
Zenith 
CONTINUED FROM PAGE | 
Conrad Hilton, Zenith will be add- 
ing “a couple of” 19-inch con- 
solettes before fall commitments 
are frozen. 

Nine of the 23-inch models used 
a special high fidelity chassis with 
22,000 volts across the tube, 3% 
watts of audio output and a “frost- 
ed” face plate which kills room 
reflection. The latter, supplied by 
Sylvania’s tube division, Zenith 
calls it “glare-ban cinelens.”’ 


All Zenith’s square tubes are of 


at its 400-man distributor show 
last week in Mackinac Island, Mich., 
and packed these pacers into four 
tight, fast hours 

e A prestige move into $500 TV 
consoles, cabinetry by Heywood- 
Wakefield, carrying ‘full furniture 
discounts.” Series H-W’s 
solid maple old colony line and 
opens H-W’s 7,000 accounts to Syl- 
vania TV. 

e A series of low-end units with 
hot prices: 23-in. table at $199: 
$259 23-in. consoles with real wood 
tops and fronts on metal cabinets: 
10-watt stereo console at $139 and 
$189 with AM-FM (EM Week, 
June 6). 

e An ad 


matches 


campaign launched by 


Does 


ELECTRICAL MERCHANDISING WEEK 


IAM PRESIDENT F. H. Guthrie broaches details of the organization’s new pro- 
gram at the opening session of last week’s Cincinnati convention. 


tion. Most just come to look and 
learn. Typical is James L. Taylor, 
director of purchases for Dixie 
ranges. “I come here every year 
looking for new ideas,” he ex- 
plained. “Plenty of component parts 
get shown for the first time here.” 

Nearly all the major appliance 
makers send design engineers to 
Cincinnati for the exhibits. Teams 
from G-E, Frigidaire and Tappan, 
to name a few, spent at least a day 
touring the displays. 


Convention keynoter Dr. Jule Back- 


man, NYU _ economics professor, 
nrobed the apvliance industry and 
found it caught in a “cost-price 
squeeze.” While wages in the in- 
dustry have advanced sharply since 
1947, appliance prices have declined 
about 15% he declared. 

Second in the parade of NYU 
men was Dr. Emanuel Stein, head 
of the school’s economics depart- 
ment. Discussing collective bar- 
gaining, he predicted that trade 
unions’ short-range goals will shift 
from emphasis on wages to em- 
phasis of job security. 





a Long Line 


the bonded shield type. All but the 


above nine use non-frosted face 
plates and have 20,000 volts across 
them. Eighteen of Zenith’s basic 
models use two or three-function 
remotes. All chassis continue hand 
wiring. 

The 17’s and 21’s have oven lists, 
except the table at $189. Portable 
19’s start at $179 and run to $259, 
including one with a sleep switch 
clock. The 23-inch tables go from 
229 to $329; 23-inch consoles from 
$279 to $600; combos from $599 to 
$1,750. The latter features remote 


$125,000 worth of radio—exclusive 
NBC sponsorship of the summer 
Olympics direct from Rome—and 
followed by pages in shelter books 
(first for Sylvania) plus ‘Post’ 
and “Life.”’ 
e A new ad program built on three 
key account specials; a strong new 
dealer program which gives dis- 
tributor salesmen fat spiffs for add- 
ing new accounts with specially 
tailored starter packages. 
e@ An open house (and radio) pro- 
motion tied to sleek, all-plastic 
$129 sailboat which distributors 
buy at 50% off, chargeable to co-op. 
Distributor of the year awards 
went to Ed Carpenter, Careva 
Corp., York, Pa., a repeater. Run- 


Sylvania Bypassed Broadway Ballets 


Mean Sales? 


control of stereo and AM-FM radio 
as well as TV. 

The fine furniture decorator line 
which started the industry into its 
cabinetry trend, has been expanded 
to 18 models with 14 wood flavors 
in Danish, Scandinavian, American 
modern; Italian and French pro- 
vincial; traditional; Oriental; and 
Early American. 

Leonard Truesdell, president of 
Zenith Sales Corp., sees the TV in- 
dustry at 6.7 million rate, sees 
Zenith at 20% over last year and 
the man thinks “it would be nice 





ners-up: G&W, Youngstown; Nylen 
Bros., Honolulu; Carolina Sales, 
Greenville, N. C.; TV Service 
Awards went to Carolina Sales, 
Careva, G&W and Empire State 
Wholesalers, Troy, N. Y. 

Asked why they did not continue 
the successful reflection-free tube 
faces introduced in April into the 
new 23-inch line, executives were 
vague. 

Hotel buzz said marketing men 
wanted it as a hot sales feature; 
engineers said reflection-free fuzzes 
the picture they’ve worked years 
to sharpen. At Zenith, however, 
where the tube gets 22,000 volts, 
the salesmen won. Supplier? Syl- 
vania tube division. 





to be the first company to sell 1.25 
million sets in a year.” 


Truesdell is not disturbed by indus- 
try inventory; says he did not dump 
any sets. “We were forced to keep 
some of our distributors competi- 
tive by adjusting prices to meet 
dumps by others who set their 23 
prices too low and then had to 
dump their 21’s.” 

In stereo, the man expects strong 
sales in the last quarter but fears 
that the key ticket this year is 
“under $330,” and has expanded 
his console end accordingly. 

Zenith showed distributors a 20- 
console line with the new reverber- 
ation component as standard equip- 
ment in all goods of 40-watts or 
better and optional equipment in 
all others except one model. 

Zenith sound reverberation (EM 
Week, May 30) is a Hammond Or- 
gan development which taps off 
part of the sound (whether stereo, 
mono, or radio sound), delays it 
before sending it on through ampli- 
fier and speaker. 

Twenty of the models also in- 
clude Zenith’s extended and satel- 
lite speaker stereo. Thirteen models 
have AM-FM tuners as standard 
equipment; four take drop-in tun- 
ers—with AFC—at $75 extra. 

Stereo prices start at $79 to $139 
for three portables; $179 for a 
stripped console; $225 to $425 for 
four drop-in tuner consoles; $229 
to $850 for AM-FM equipped con- 
soles; five pairs of remote tweeters 
range from $40 to $120 extra. 
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HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 
... IF YOU’RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


«x EXCLUSIVE! 


The promotable feature that 
really sweeps homemakers 
off their feet—and only 


Hotpoint has it! 


« Easy to demonstrate—invite 
the prospect to roll it out 


and she'll sell herself! 


Standard equipment on all 
Hotpoint deluxe combinations— 
a red-hot step-up feature 


that gets fast results! 


*« Special roller accessory kit 
adds deluxe appeal to 


other models! 


Contact your Hotpoint Distributor 
today for the full story on how 
rollers can help you move more 


refrigerators in ’60! 


Model CP18A 


A Division of General Electric Company, Chicago 44, Illinois 


HOTPOINT IS DOING BIG THINGS IN A BIG WAY! 





MORT FARR says 


‘We’re Going to Have 
To Be More Creative’ 


Now that we are entering a new 
decade in the appliance business, 
one that holds such promise for all 
of us, let’s have a new philosophy 
for our industry. Let’s forget the 
deceptive philosophy of the 1950’s. 
These were the years when the 
people in our business thought that 
there was no problem that a lot of 
new business wouldn’t solve. 

We broke a lot of records in sales 


29th in a series 
of weekly Gibson 
messages fo 

all appliance 
dealers 


Build a profit wall around 1-out-of-5 prospects! 
It’s simple! 11-million families — 22% of all 
your prospects — own food freezers. They 
don’t want or need freezer space in their re- 
frigerators — so why force them? Sell the 
brand new, hot-priced Marketmaster all- 
refrigerator Special — a Gibson exclusive 
which eliminates waste freezer space to pro- 
vide 30% more fresh-food storage. 


No one can touch you in this booming market! 
You’ve got the one refrigerator designed for 
freezer-owning families — the new Market- 
master Special by Gibson. Handy Freez’rette 
for daily frozen-food needs, plus Conditioned- 
Air Cooling and an interior custom planned 

for fresh foods only — 30% more of ’em! | 


New, low-priced Marketmaster Special! Gibson 
pioneered this exclusive market with the Im- 
perial Marketmaster — now blasts it wide 
open with the Marketmaster Special. So you 
you have profit-protecting ex- 
and 22% of all refrigerator pros- 
pects waiting for you and the new Market- 
master Special! Don’t wait — call your Gibson 


buy right... 
clusivity ... 


Distributor now! 


WANT To HEAP FOR Hawa, pr SEI? 


get going...get 


and broke a lot of dealers, distribu- 
tors and manufacturers getting un- 
precedented volume. During the 
last ten years we rolled up the larg- 
est yearly volume on practically 
every appliance we sell and had a 
seven-million-set TV year. We did 
billions of dollars worth of business 
and lost a lot of good dealers and 
proud names of manufacturers dur- 
ing those big volume years. 


ELECTRICAL 


In spite of far less manufacturers, 
our plant capacity has long since 
been geared up to the population 
explosion and business expansion of 
the 60’s. The new production meth- 
ods and automation make the mass 
merchandising of these appliances 
and TV a must. I have no doubt 
that we are going to move a lot of 
merchandise. The problem, as I see 
it, is to sell it at a profit. We have 
seen dealer profits fall from 6% to 
8% to just about 1% of sales, even 
by the most efficient dealers. We 
have read of manufacturers in our 
business who counted volume in 
hundreds of millions and practically 
just broke even in that important 
profit column. It’s time we learned 
to beat some of last year’s profit 
figures and not try to outdo each 
other on volume. 

In the last few months we have 
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GIBSON’S NEW ALL-REFRIGERATOR SPECIAL FOR ELEVEN MILLION FREEZER-OWNING FAMILIES! 
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Model G148 Marketmaster Special 
0° Freez’rette for daily frozen-food needs 
crispers plus meat chest 
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30% more fresh-food space 
Two porcelain 
Automatic defrost, no defrost 


Unique Conditioned-Air cooling. 


Lifson 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 
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seen manufacturers cut prices or 
bring out lower priced models of 
appliances to get an increased share 
of the market and find that in a few 
days competition has met or beat 
the new low price, that the old 
share of market had returned to its 
norm, and we were just selling the 
appliances at lower prices and at 
less profit. 

We have allowed our customers 
to pick our pockets and get the 
greatest values on the American 
market, and they don’t realize it or 
appreciate it. We’ve had many deal- 
er failures from just trying to match 
or beat competition. Recently, I 
heard of one dealer in bankruptcy 
who had a final sign in his window: 
“We Undersold Everybody.” 

It has been proven that increase 
in volume is arithmetic, but ex- 


‘penses increase geometrically. Per- 


haps we can learn from the past 
and start making a decent profit. 
It took a Sputnik to wake up 
America to its potential, and I hope 
that our profit figures will be able 
industry to its 
opportunities. 


We have cut our advertising budgets 
at factory level in order to cut 
prices. If we had used the money 
for advertising we would have cre- 
ated more interest. When we create 
interest we create desires and these 
translated into sales make for more 
production and create a better eco- 
nomic climate for our country. What 
advertising we have done recently 
has been mainly to sell from one 
brand to another, from one dealer 
to another or to cut the price. 

Much of our retail advertising has 
been deceiving and untruthful. We 
have used bait and exaggerated 
claims until the Better Business 
Bureau and the Federal Trade Com- 
mission have both had to crack 
down on practices in our industry. 
There is still time to do something 
about advertising ourselves before 
we have more strict laws that may 
be inflexible. 


I believe that the thing we need 
most to get us back on the profit 
road and improve our advertising is 
creative selling. We are suffering 
from a lack of creative ideas, in- 
ability to develop new retail sales- 
men and ineffective supervision of 
our present men. Customers gen- 
erated 90% of all appliance sales. 
Our men are going to have to be 
taught how to handle customers who 
did not intend to buy. We are going 
to have to go back to one of the 
fundamentals of specialty selling— 
prospecting. We need to have every- 
body in our organization sales 
minded. If a store with five sales- 
men could just get the men to 
initiate two sales a week for each 
man, it would generate at least 
$100,000 a year extra business. We 
are going to have to sell harder on 
each customer who comes into our 
store. We must qualify each prospect 
and find out the reasons why he 
didn’t buy. 

I recently had an insurance sales- 
man who ridiculed the kind of sell- 
ing prevalent in appliance stores. 
He asked, “How do you think an 
insurance man would do if he laid 
out 87 policies and said ‘One of these 
should suit you.’” Most important, 
we must follow up each customer 
after the sale to see if he is satisfied 
and later to try and sell additional 
appliances. 

Yes, it’s going to take creativity 
to sell in the 60’s! But even creative 
selling is useless unless it has a 
direct relationship with profits. 
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Conventional New 
Refrigerator Hotpoint 
Walt Wonderwall 








New Wonderwall insulation 
means more space inside . . . 
another exclusive “‘first’’ for Hot- 
point “Space Age 18.” Wonderwall 
is one-half as thick, yet more 
efficient than ordinary insulation. 
Doubles freezer space, 25% more 
refrigerator space—gives you 50% 
more food storage than any con- 
ventional 12 cu. foot refrigerator. 


NEW WONDERWALL Ws 
INSULATION ADDS 50% 


MORE FOOD SPACE 


Hotpoint “Space Age 18” is really two complete appliances in one. An 11.6 
cubic-foot refrigerator and a 6.7 cubic-foot freezer in the floor space required 
by a conventional 12 cubic-foot refrigerator . . . all made possible by the 
miracle of new Wonderwall insulation exclusive with Hotpoint. 

Only the Hotpoint “Space Age 18” brings you so many modern features: 
greater storage space inside, automatic defrosting, swing-out shelf convenience, 
Magna-Seal Doors, flush-to-wall design... the entire refrigerator rolls out for 
easy cleaning, and roomy door shelves can handle even half-gallon milk bottles! 

Visit your Hotpoint dealer now and see all the “Space Age” models. They’re 
beautiful . . . in classic white and four decorator colors. 
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THE BIGGEST 
REFRIGERATOR 
<-S)_NEWS IN YEARS i 


CU. FT. 
IN THE 


FLOOR SPACE OF 12 


NO DEFROSTING EVER IN 
REFRIGERATOR OR FREEZER! 
One more plus value of the ‘Space 
Age 18”... with Hotpoint, you'll never 
defrost again! 

SWING-OUT SHELVES PUT ALL 
FOOD IN SIGHT, IN REACH! 

A fingertip does it . . . Hotpoint 
shelves, crisper and freezer basket 
swing out for easy access. Adjustable 
up or down, removable for cleaning. 


(A Division of General Electric Company, Chicago 44) 


AS ADVERTISED IN LEADING NATIONAL MAGAZINES 
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ner CAPTIVATING 
OKOUT IDEA... 


put more fun into the party 
with this entirely new approach 
to entertaining...each guest his own chef 


+ 


~~ Kabob’n Grill 


Skewer tops are “ranch- ae 
branded” for easy identifica- y 9 ¢ y 
tion. Guests and leodie mem- the vertical gril with S rot -hiC sewers 
bers can easily tell which is : . : 
shale” sikente msdid wii For parties that are new and different, and cookouts that the whole family 
they're turning. All 8 “brands” can enjoy, West Bend brings you the most sensational new product since 
ere thown above. outdoor grilling began. Exclusive, upright “fire basket” for charcoal is in the 
center with 8 automatically turning skewers around it. 
Kabobin’s fun for everyone, including the youngsters. It’s so easy to use, yet so 
exotic and novel. Guests will delight in becoming their own shish kabob chef. 
All this excitement starts right in your own store. Colorfully new and dynamic, 
8 skewers this appliance is sure to draw a crowd. The Kabob ’n Grill is the spark 
EQUAL TO to really explosive sales in 1960. $¥29°%5 retail. 
6% FT. GRILLING 
CAPACITY 


i automatic Motor-rotated skewers broil foods evenly brown to a turn . . . without 
i i 
23 


West bel) Bend 


PATS. APPLIED FOR 


WEST BEND ALUMINUM CoO., Dept. 186, West Bend, Wisconsin 





tending. Plugs into any 110-120 volts, AC. 


no flare-ups The annoyance of fire flare-ups, smoke and fire-blackened food are 


sachin at anend.. . with vertical fire basket for charcoal, drippings can’t fall into the fire. 
VERTI 


CHARCOAL \ + = 
BASKET ’ celt-basting Delicious broiling juices cascade over neighboring foods as they 


work their way down the skewer . . . flavors blend together into mouth-watering goodness. 


economy foode Vertical grilling permits heavy marinating and basting while 


foods are turning and encourages use of economy meats because there is no danger of fire flare-ups. 





, arty L£1ze With all 8 skewers in place, the Kabob ‘n Grill has grilling area equal to 
Black enameled steel motorized a single rotisserie over 6/2 feet long. It holds anything from fancy specialties to everyday menus 
base and fire basket; chrome . .. even leftovers. 

plated, 13 inch diameter drip- 

hield. Eight “ h branded” ,, 

ane te ag allay CALY cleaning Individual skewers whisk quickly clean after use. The Kabob ‘n 


wooden handled skewers. Per- nee : . . 
manently attached 5% ft. cord Grill’s chrome plated dripshield lifts off the motorized base for sink washing . . . always presents 


plugs into standard AC outlet. an immaculate appearance. Base and fire basket require only an occasional once-over. 








t for 
=) gales action 
‘a eg 
aggressive appliane 


men! 


Be first to feature 


today’s newest and most exciting party-cookout appliance 


Mail this card today! 


FIRST CLASS 
PERMIT NO. 66 
West Bend, Wis. 


BUSINESS REPLY MAIL 
NO POSTAGE STAMP NECESSARY IF MAILED IN THE U.S.A 
Postage Will Be Paid by 
Dept. 186 


WEST BEND ALUMINUM CO. 


West Bend, Wisconsin 





Be first to feature 


today’s newest and most exciting party-cookout appliance 


Mail this card today! 


To: Dept. 186 
WEST BEND ALUMINUM CO. 
West Bend, Wisconsin 


Please rush full details on the new West Bend Kabob ‘n Grili 
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The advertiser, bless him! (and we have) our friend the adver. 
tiser is your friend the manufacturer. An important guy...with a big job todo... getting 
through to you. And EM Week made the job more do-able. How? With ideal every- 
Monday frequency... largely eliminated production expense and delay...an enticing 
rate structure...a better looking presentation...and a matchless audience (more dealers 
buy and read EM Week than any other appliance publication). Canny advertisers know 
that for product and promotion news every Monday the Pros read 
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PEOPLE in the 


Packard Bell Sales Corp., sub- 
sidiary of Packard Bell Electronics 
Corp.—Officers have been named 
for the newly formed, wholly 
owned subsidiary. Kenneth R. 
Johnson is chairman of the board, 
and Richard D. Sharp is president 
and general manager. Other officers: 
William H. Moore, secretary; Low- 
ell R. Day, treasurer. Johnson also 
serves as vice president of the par- 
ent company in charge of the home 
products division. Sharp has been 
the division’s director of market- 
ing. Moore and Day are vice presi- 
dent-general counsel and _ secre- 
tary-treasurer, respectively. 

The new subsidiary will handle 
sales of radio and television receiv- 
ers, stereo and hi-fi equipment and 
electronic garage door openers in 
14 western states. 


1960 


McGraw-Edison Co.—Alfred Ber- 
sted has been elected president of 
the company, succeeding Max Mc- 
Graw who has held the post for 60 
years. McGraw becomes chairman 
of the newly formed executive 
committee, a seven-man group made 
up of himself, the president, execu- 
tive vice president, secretary, one 
operating division director and two 
non-operating directors. R. H. Gie- 
secke was elected executive vice 
president and treasurer. Bersted 
had been executive vice president 
of the company since 1957. 

The other members of the execu- 
tive committee are Judson Large, 
A. B. Bussman, president of the 
Bussmann Manufacturing Division, 
Royal Alworth and D. S. Elrod. 
Charles Edison, son of famed 
Thomas A. Edison, remains board 
chairman. 


Philco Corp.—A realignment of re- 
sponsibilities within the corpora- 
tion’s consumer products division 
has been announced. John A. Win- 
field, formerly controller of the di- 
vision, is now assistant director of 
sales. Robert J. Theis, formerly 
merchandising manager-television, 
has been appointed general sales 
manager for the division. John J. 
Kane, formerly manager of market 
development-electronics, is now 
manager of television merchandis- 
ing. Gibson B. Kennedy, formerly 
general sales manager, has been 
named manager of associate dis- 
tributor sales. 


Markel Electric Products, Inc.— 
Robert H. Jacobsen. has been ap- 
pointed assistant sales manager of 
portable products for the company. 


O’Keefe & Merrit Co.—S. E. ‘‘Mort” 
Morton has been named _ district 
manager in charge of sales in Utah, 
Montana, southern Idaho, eastern 
Nevada and western Wyoming. 


Kelvinator, division of American 
Motors Corp.—Retirement of Walter 
R. Gunberg as eastern regional 
sales manager and the resulting re- 
alignment of regional and zone 
managerships was announced. John 
L. Young, formerly central regional 
sales manager, assumes responsibil- 
ity for the eastern region. Frank M. 
Breault, formerly Minneapolis zone 
manager, succeeds Young as central 
regional sales manager. John W. 
Hanrahan, previously district man- 
ager for the Detroit zone, becomes 
zone manager at Minneapolis. 


Youngstown Kitchens, division of 
American-Standard—Wells A. 





NEWS 


Gardner has been named president 
of the division. He succeeds C. D. 
Alderman, who will serve as sales 
consultant to the division. Gardner 
was vice president and works man- 
ager, industrial division. 


Norge, division of Borg-Warner 
Corp.—Edna Poyner has been ap- 
pointed assistant home service dé- 
rector for the division. She will di- 
rect the national Norge home 
service field staff. 


Among the magazines—‘Look”’ has 
promoted Alan Waxenberg to the 
New York advertising sales staff. 
Richard Opfer, formerly with Reu- 
ben H. Donnelley Corp., has joined 
the magazine to take over Waxen- 


J. A. Winfield 
of Philco 


A. Bersted 
McGraw-Edison 


berg’s former duties on the mar- 
kets and merchandising staff. “Farm 
Journal” has announced the trans- 
fer of food and equipment editor 
Nell B. Nichols to Des Moines, Ia. 
She will be the first full-time wom- 
an field editor for the magazine. 
Succeeding her as food editor and 
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K. R. Johnson 
of Packard Bell 


R. D. Sharp 
of Packard Bell 


director of the magazine’s Phila- 
delphia-based ‘“‘Countryside-Kitch- 
ens” will be Ruth Ann Behnke. 
United Newspaper Corp., pub- 
lishers of “This Week” magazine, 
has announced the appointment of 
Richard T. Ney as vice president- 
administration of the corporation. 
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From Motorola for ’61...a 19-inch line with new style, new power, new performance! 
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The most reliable TV ever—Guaranteed in writing 


Manufacturer’s one-year guarantee covers tree exchange 
of any new component or repair of any tube or part 
proven defective in normal use. Arranged by selling dealer. 


Labor extra. 











Proved: Only one Motorola customer in four will replace as much as 
one circuit tube during the first year! * 


Proved: Only two Motorola customers out of 100 have to replace a 
picture tube during first year! * 





*Figures based on warranty tube returns, 1960 models. 





Only Motorola gives you this kind of power, performance and reliability. 


Tube Sentry® and & 


Premium-Rated 
Tubes... assure ex- 
tra reliability, long 
set life. Tube sentry 
unit guards against 
initial power surge, 
virtually eliminates 
a primary cause of 
tube failure. 


Special High-Voit- 
age Rectifier Tube 
...With filament 
encased in the cath- 
ode to prevent nega- 
tive-electron force 
from damaging tube. 
Another Motorola 
exclusive for in- 
creased reliability! 


Ht 


Frame Grid Tube 
—(Motorola pio- 
neered and improved 
in 1961) for excel- 
lent pictures wher- 
ever set is played! 
50% more amplifi- 
cation than any RF 
tubes without Frame 
Grid construction! 


i Long-Distance 


Custom-Matic 
Tuner... keeps all 
channels fine-tuned 
indefinitely! Simple 
setting requires no 
outside help. Gold- 
plated contacts re- 
sist corrosion and 
oxidation. 


Presenting...the first TV ideally proportioned to 
fit the room arrangement instead of making the room fit it 


es. 


NOW ... 20,000 volts of power in the all-new 19-inch 
Picture Frame Tube! 

Combine this with the all-new Motorola Super Power 
““M” Horizontal Chassis and you’ve got more to sell than 
ever in bright, sharp pictures. 

Truly compact chassis makes possible wonderful new 
cabinets that are specially designed to complement the 
lean, light, compact look so popular in today’s furniture. 
Yet these new Harbingers deliver all the power and ampli- 
fication needed to bring in stations and add extra detail 
and clarity to the picture. 


©MOTOROLA 


IT SWIVELS 


Model 19K15— 19” over-all diagonal measure ; 172 sq. in. picture viewing area. 514 x 
74" front mounted speaker. Exposed solids and veneers in genuine Cherrywood. 


Model 19K13— 19” over-all diagonal meas. ; 172 sq. in. picture viewing area. Built-in 
swivel base, 6 x 9” speaker. Exposed solids and veneers of genuine Cherrywood. 
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Model 19K12—19” over-all 
diagonal measure; 172 sq. in. 
picture viewing area. Built-in 
swivel base. Exposed solids 
and veneers of genuine Walnut 
or Mahogany. 


IT SWIVELS 


of sure sales to come at your Motorola Distributor’s today! 


UHF OPTIONAL, EXTRA, SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE 


Model 19K11—19” over-all diagonal measure; 172 sq. in. picture Model 19K14—19” over-all diagonal measure ; 172 sq. in. picture viewing area. 
viewing area. Exposed solids and veneers of genuine Wainut. Sound out front. Exposed solids and veneers of genuine Walnut or Mahogany. 
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THIS DEMONSTRATION QUICKLY 
SELLS ROOM AIR CONDITIONERS 


Your prospects convince themselves 


aa HA tl with this exclusive RCA WHIRLPOOL 


REMOTE CONTROL AIR CONDITIONER 


It’s new! It’s different! It’s the first and only 
remote control air conditioner in the field. It gives 
you a terrific sales advantage to keep you way 
ahead of competition. 

Imagine! A remote panel . . . easily movable to 
any location in a room . . . enables complete con- 
trol of fan, cooling, heating, exhaust, air volume 
and air circulation. It brings unequalled conven- 
ience and comfort .. . and that’s what discrimi- 
nating prospects want and buy! 

This is one more example of the quality and 
engineering “‘firsts’’ built into each RCA WHIRLPOOL 
air conditioner . . . features that help you sell 
more, make more. In this complete line there are 
models for every need, including reverse cycle and 
plug-in units. Cash in on the sales advantages 
RCA WHIRLPOOL air conditioners give you. See your 
distributor for the full, profitable story! 




















Join up!... it’s easier to sell RCA WHIRLPOOL 
than sell against it! 
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Your family will love our family of home appliances re 
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Products of WHIRLPOOL CORPORATION St. Joseph, Michigan “i | 
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Even small dealers can do it, says Harry 
Blackman, president of the West Coast’s 
largest mass merchandising operation, 
the White Front Stores. In this exciusive 
article he tells you how to do it—and how 


to avoid costly mistakes in the process. As told to HOWARD J. EMERSON 


Like any good merchandising idea, leasing 
must be managed expertly or the dealer will 
get a beating instead of a profit. From 35 years’ 
experience in retailing, culminating in the de- 
velopment of the White Front Stores which 
grossed over $25 million in 1959, Blackman has 
learned how to make leased departments prof- 
itable to both the dealer and the lease holder. 


There can be advantages in leasing store 
space to concessionaires, says Harry Blackman. 
It depends on several factors: 


e@ Leased departments can help the appliance- 
TV-housewares dealer meet competition by 
rounding out his operation into a one-stop shop- 
ping spot for his customers. For the mass mer- 
chant this means leasing such departments as 
furniture, sporting goods, jewelry, photographic 
supplies and baby goods—departments that 
make him fully competitive in the hard goods 
field with the department stores. For the neigh- 


borhood appliance-TV-housewares dealer, it 
may mean leasing space for records and sheet 
music to hold onto TV-hi-fi prospects that other- 
wise would be exposed to these products at a 
nearby music merchant. It may mean leasing 
space for furniture if the dealer is faced with 
serious competition from an appliance-merchan- 
dising furniture store. In these cases, the leased 
departments serve first to maintain the strength 
of the dealer’s appliance-TV-housewares busi- 
ness, and are concerned only secondarily with 
returning a profit to the dealer through rent 
and a percentage of gross. If he did not lease, 
the dealer would have to operate the depart- 
ments with his own staff and finance them with 
his own money. Through leasing out space, the 
dealer frees his working capital for more prof- 
itable use in his appliance-TV-housewares busi- 
ness and he frees his own time and that of his 
hard-to-get management staff from the time- 
consuming chores of supervising departments 
which are secondary to their major jobs. 


e Leasing can be profitable dollar-wise, too. 
The promotional impact of the money spent to 
build the _ store’s appliance-TV-housewares 
business will supply the leased departments 
with traffic at a far less cost than the depart- 
ment could expect if operated as a store at a 
separate location. Therefore, if the leased 
department is well managed, it can be expected 
to return the store owner a neat profit. 

Blackman feels that a well-managed leased 
department can return the dealer a better profit 
per square foot than he would get by expand- 
ing his own displays to use this space. 


What department can be leased profitably? 
This must be generalized, comments Blackman, 
because every dealer has to consider problems 
of competition as well as what floor space he 
is justified in not putting into appliance-TV- 
housewares displays. Maybe more important, 
is for the dealer to know what and when not 
to lease space. Continued on page 22 
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testeeeeeeeeeee EASING HAS ITS ADVANTAGES ................. 


YOU GET ACCESS TO BRAND 
NAMES in fields where often 
the most desirable franchises 
are restricted and are available 
only to men with experience 
and a record of success. In 
such cases, these lines would 
not be available to an appliance 
dealer running a sideline. 


e Avoid leasing space for a department that 
will compete with a strong specialty store in 
the same neighborhood if the aim of leasing 
is to make a profit. It may be necessary to 
lease such a department if the dealer needs it 
to make his store competitive with other mass 
merchants or with department stores—obtaining 
a furniture lease would most often be such an 
example. 


e Watch out for leasing a department to a well- 
financed chain operation that may insist on 
setting its own merchandising policies regard- 
less of the store owner’s wishes. 


e Consider carefully before leasing to an op- 
erator who has even one other leased depart- 
ment in another store. Even if the other 
department is in a city outside the dealer’s 
market area, the concessionaire will have to 
divide his loyalty, split his management time 
and his capital between the two operations. 


e Another dangerous lease arrangement, says 
Blackman, can be that with a concessionaire 
who will close most of his sales in the cus- 
tomer’s home. At first glance the offer may 
be tempting to the dealer. These specialists 
will pay above average per square foot for a 
small display area. All they want is a chance 
to get the dealer’s traffic as prospects for home 
calls. The danger lies in the actual sale being 
made outside the policy control of the dealer. 
If they are permitted to sell in the home, some 
specialty salesmen may make deals that will 
cause serious customer dissatisfaction with your 
store, with which the salesmen are identified. 


YOU FREE YOUR WORKING 
CAPITAL because the lease 
holder must finance his own 
stock (as in the White Front 
sporting goods department, 
at right). The dealer-landlord 
can then put his own capital to 
work in the field which he is 
most competent to manage. 


YOU ACQUIRE EXPERI- 
ENCED MANAGEMENT when 
you lease a department. The 
lessees are men qualified to 
manage a specialized business 
(such as photography, at left). 
Often, such men will lease a 
department but would hesitate 
to work as a straight employee 
for you, 





e Be sure that the department will be suitable 
for all stores, if the dealer has a multiple op- 
eration and depends on one medium for his 
advertising coverage. Relating this to the White 
Front operation, Blackman believes, that if 
occasional advertisements stated that a special 
buy is “available only at the Van Nuys store,” 
it would irritate interested prospects who trade 
at the Central Ave. store. It would make them 
hesitant to respond to other advertising on the 
possibility it was available in only one store. 


Select concessionaires carefully, Blackman 
advises. It goes without saying that if a de- 
partment is appropriate to a dealer’s store, 
whether or not it will be successful depends 
on the man who buys the lease. In selecting 
from potential concessionaires, Blackman con- 
siders these points important: 


e The experience of the potential lease holder 
is the most important single factor, says Black- 
man. The dealer should check on the man’s rec- 
ord as a merchandiser and find out how the man 
merchandised. Blackman, for example, would 
appreciate the ability of a man who had oper- 
ated a jewelry shop in the Beverly-Hilton Ho- 
tel in Beverley Hills, but he would not consider 
him suited necessarily to operating a jewelry 
department in the promotional mass merchan- 
dising White Front Stores. 


e Ability to get merchandise is another quali- 
fication that Blackman sets for potential lessees. 
For White Front, Blackman requires that those 
who lease departments have access to special 
purchases which can be merchandised at con- 
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siderable savings to the customers. This re- 
quires men who are well known and respected 
at distributorships. 


e Adequate financing is third in Blackman’s 
book of requirements for lease purchasers. He 
suggests that any dealer be cautious about leas- 
ing space just because a man has enough capital 
to finance stock, fixtures and a few months rent. 
He’d prefer an underfinanced lessee who showed 
an outstanding record of merchandising and 
purchasing. And, he points out, it is important 
to get a financial statement before going through 
with a lease. A man showing an excellent cash 
balance in the bank may owe three times that 
much. At the same time, it is wise to get a finan- 
cial history of the applicant. He may have gone 
bankrupt one or more times, yet have a financial 
statement showing him currently solvent. Cau- 
tion at these points will insure a much longer 
mutually successful business arrangement for 
both dealer and concessionaire. 


Keeping control over concessionaires is much 
more important than it might seem at first 
thought, Blackman emphasizes. Involved is 
notejust seeing that the lease holder keeps hon- 
est books so that the dealer gets his legitimate 
share of the profits. That is obvious. Less ap- 
parent but equally important is the dealer’s 
attention to these controls over the men whom 
he permits to do business under his roof: 


e Control over the merchandising policies of 
the leased departments is vital to the dealer, 
Blackman insists. Each concession must be op- 
erated so that it reflects the “image” of the 
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.. AND ITS 


ste on _ 


* a . aint” 
YOU MUST MAINTAIN STORE IDENTITY even 
in the leased departments. At White Front, for ex- 
ample, store’s sign department handles signs for 
lessees, thus keeping style constant throughout 
store. You must also be sure that merchandise spe- 
cials are in keeping with store’s policy. 


YOU MUST POLICE INCOME of all 


leased departments. At White 


managers like Rubin 


Front, 
hold keys 


to 


the tapes of all lessees’ cash registers, 
can make periodic checks as at liquor 


department at right. 


dealer’s appliance-TV-housewares _ business. 
The dealer must define this image and then 
communicate its principles to the lease holders. 
There can’t be two or more merchandising pol- 
icies under the same store name. 

If the dealer is a promotional operator— 
whether a small dealer or a mass merchant— 
his leased department must offer the public the 
same type of bargain incentives. If he runs a 
high-class neighborhood store, the departments 
must merchandise in keeping with the class 
image. 


e Pricing policies—ceilings on the margins 
which the leased department can realize—must 
be established by the dealer and policed during 
the life of the lease, Blackman contends. This 
is most important in the promotional store. If 
the concessionaire gets hold of a special pur- 
chase of goods—which he should be doing reg- 
ularly—he must maintain his percentage mar- 
gin. He must pass the saving along to the cus- 
tomers, building his own and the dealer’s rep- 
utation for offering such bargains. The dealer 
must know what is an appropriate markup 
for each lease holder, establish it and police it. 
While the margins permitted each concession- 
aire may differ with the nature of the business, 
the savings to the customer will be about the 
same and in keeping with the pattern set by 
the dealer’s appliance-TV-housewares business. 


e Policing should be a routine for the dealer 
who leases out space in his store, but it should 
be aboveboard and clearly understood by the 
concessionaire. At White Front Stores, manage- 
ment polices the margin of profit of each lease 


holder through several techniques. One is to 
supply invoices to the lessees; these are stand- 
ard forms for the whole store, with the num- 
bers recorded by White Front. If at any time, 
the manager of either store feels that an item 
offered in one of the leased departments is 
priced out of line he can demand to see the 
invoice. If for any reason this does not satisfy 
him, he can use the invoice number to check 
with the supplier to verify the cost price to 
the concessionaire. 

Because the lease arrangement provides for 
White Front to receive a percentage of the prof- 
its of each leased department, several checks 
are made on the operators’ sales. Most effec- 
tive is for White Front to supply the cash reg- 
isters for each concession—with the keys to 
the tapes remaining with White Front manage- 
ment. In addition, each lease holder must show 
White Front a profit and loss statement each 
month plus an audited statement at the end of 
the year. 


Cooperating with lease holders to help them 
succeed as a unit of the dealer’s store should 
be automatic procedure, says Blackman. In that 
relationship, three factors should be considered: 


e Helping the concessionaire merchandise and 
thereby contributing to his success can be done, 
not by direct interference or direction within 
the leased department itself, but by making 
available to the lease holder many of the facili- 
ties the dealer has for his own organization. 
At White Front Stores, Blackman considers the 
concessionaires as members of a merchandising 
family. Each month the store holds a meeting 


eek 


YOU MUST CONTROL MARKUPS to keep pricing pat- 
tern (whether high, medium or low) consistent through- 
out the store. White Front Store Manager Maury Rubin, 
right, can demand look at concessionaire’s invoices if 
advertised prices seem too high. 


at which all lease holders are advised of the 
concern’s overall progress, given a preview of 
the merchandising program for the coming 
month, and then taken individually to work 
out how their concessions can tie in profitably 
with the month’s program. The regular sales 
training courses set up by Blackman and his 
management staff for the employees of White 
Front are open to lease holders and their em- 
ployees as well. 


e The terms of the lease should be considered 
carefully as closely related to the success of 
the concessionaire-dealer relationship, Black- 
man states. Terms will differ with each dealer, 
may even differ within the same store, but they 
should include attention to: (a) Which of the 
dealer’s services will be available to the leased 
department—janitor service, guard protection, 
warehouse space and service, insurance, serv- 
ices of the dealer’s sign lettering department, 
etc.; (b) The amount and location the leased 
department will have available—whether the 
dealer reserves the right to increase or decrease 
the space, with appropriate change in the 
rental, and whether the dealer can change the 
location of the department at his discretion. 


e Control of advertising must be defined. At 
White Front Stores, management has the full 
decision on when and how much space a con- 
cessionaire will have in the newspapers. Sev- 
eral factors are censidered—giving the overall 
advertisement of the store the widest possible 
appeal and using the lessee’s ability to pick up 
special buys as a tool to build traffic for the 
whole store as well as for his department. 





SATELLITE’S SERVICE can be kept under tight 
control because new customers in area do not ex 
pect some kind of “extras’’ as do those in market 
served by the original headquarters store. 
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A parent store is faced with stea 
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Ansonia, Conn., dealer Harold Glazer realized that his 
store, A, was reaching a plateau in volume, potential 
rchasing power, he decided to broaden his base of 
n. After opening a second store, B, in Milford, Glazer 


nced that......-"I FOUND 
ATION IN A SATELLITE’ 4, cos nics: 


“If I could find the right man to manage it, “Carload buying is a must today,” says 
and. the proper low-overhead location, I'd Glazer. “You must pick up every price advan- 
open another satellite store tomorrow,” he adds. tage you merit. On a refrigerator, for example, 


iceman. Now the same manager and one girl 
run the sales end. They are aided by two part- 
time salesmen. The one serviceman has been 


Glazer speaks from the knowledge of what a 
satellite store, opened four years ago, has done 
for his business. Here’s what he has learned: 


A satellite increases purchasing power. Since 
warehousing remains in Ansonia, the needs of 
both stores were pooled, and buying was done 
in bulk. As the second store grew, so did this 
dealer’s buying strength. 


yo 2 paapee PERS 
GL Pee S| 
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N A SATELLITE? 


A satellite can reach 
market, increase purchase 


A satellite can exist on ti 


controlled overhead. 


satellite’s new identity 
save on public relations. 


A satellite store gives a deale 
an opportunity to maintain sale: 
in one outlet even though ths 
other market is disrupted. 


there exists a differential of as much as $15 to 
$20, depending on your buying strength. Unless 
you can pick up this advantage, you’re dead 
so far as competitive pricing is concerned.” 

The time may come when the parent store 
is like a distributor. It came for Glazer. The 
satellite now picks up its own merchandise from 
the parent and is charged for freight and other 
incidental charges. But the buying power of the 
two stores remains strong. 


A satellite extends your marketing frontier. 
Before the satellite, Glazer’s potential consisted 
of some 1,500 families in Ansonia, plus another 
1,000 in surrounding towns and hamlets, all 
within a 15-mile radius. 

When Glazer moved to Milford he immedi- 
ately extended his operating frontier, boosting 
his exposure in the new location alone to 10,000 
families. Eight months ago he found he had out- 
grown his downtown Milford location. He had 
to choose between going to a downtown location 
bigger than his existing 1,000-square-foot spot, 
or branching into a shopping center. 

He settled for a 3,600-square-foot location in 
the Milford Plaza Shopping Center. There he 
still works on a basic market of 10,000 families. 
But his proximity to the Boston Post Road lets 
him advertise heavily with billboards. This 
gives him a crack at passenger traffic on the 
Connecticut “urnpike and the Boston Post Road. 

There’s still a second advantage to expanding 
your marketing area, says Glazer. “In Connecti- 
cut, industry strikes and shutdowns sometimes 
hit you hard. Now, the two stores compensate 
for each other as marketing tides turn.” 


A satellite operates on limited overhead. Gla- 
zer’s theory is that the smaller the store the 
better the control. 

In.the first satellite location in downtown 
Milford, he had a manager, a girl and one serv- 


SATELLITE'S DISPLAY 
SPACE in shopping center 
gives Glazer opportunity for 
mass exposure to good traf- 
fic. Ease of access and plenty 
of parking are factors in 
producing traffic for show 


room. 


boosted by a second. The increase in customer 
load has forced the purchase of a bookkeeping 
machine. But Glazer has geared these additions 
to increased volume. He’s not likely to expand 
this satellite by much more, figuring to make 
this nucleus shoot for maximum volume. 

“You’re better off with five stores doing 
$100,000 than with one store doing $700,000.” 

That’s because he believes you have better 
total control over inventory, service costs, fix- 
tures and labor in a small satellite. 

Glazer does not swallow the bromide that 
rents in shopping centers are prohibitive for 
appliance dealers. In town he was renting for 
$150. To make an in-town move this would 
have gone up, perhaps to $3,000 or $4,000 a vear. 
He’s now paying approximately 50% more than 
in town. But he rents an unobstructed store, 
with 2,900 square feet of showroom, a compact 
service shop, a floor-to-ceiling corner window 
and a communal parking lot for 600 cars. 

“The difference is that I’ve increased my 
business by approximately 50%,” says Glazer. 
“This can support the satellite where it is.” 


A satellite’s public relations are less costly. 

When Glazer talks about public. relations he 
means the cost of service. It includes the little 
courtesies which the conventional in-town 
dealer has been giving customers for years 
which he can’t stop giving at his old location. 

On the other hand, maintains Glazer, the 
satellite store is not saddled with this costly 
public relations bill. The satellite reaches new 
customers, many of whom are discount con- 
scious. Their orientation is different, and many 
times they are less demanding. The satellite 
therefore tends to take on the air of the mass 
merchant. 

“It’s all a matter of what you get customers 
used to,” says Glazer. “And a new location fos- 
ters a new approach.” 





READY NOW FOR 


Sell them for graduation 
and other gifts... 
for travel use, too! 


.. for Special days” 


THE ENSIGN (Model 1T1) 

e Plays more than 100 hours of “Golden Throat” 
performance with inexpensive flashlight-type bat- 
teries . . . or up to 500 hours with earphone 
attachment . . . 6 transistors, no tubes. 

e Exclusive RCA Victor “High-T” circuit 

e Non-breakable “IMPAC’”® case; earphone jack 

@ In Champagne White, Ebony and Moonmist 
Gray or Aqua and Champagne White 
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More of this model sold than any other RCA Victor transistor radio! 


























ELECTRICAL MERCHANDISING WEEK 


THE NEW SELLING SEASON! 














. for wedding gifts 


ew styling of 1959's hottest seller 
..from RCA VICTOR! 


if Stock up now with these colorful, smartly 


growing trend towards gift-giving and travel at this 


styled radios, to take advantage of the 


built by RCA Victor. Engineered with RCA Victor 
quality and precision, each set will give customers 


long-lasting hours of radio pleasure. 


time of the year. 


The Ensign is brand-new styling of the hottest- 


selling (over 250,000 units sold ) transistor radio ever 


The Most Trusted Name in Radio 


RADIO CORPORATION OF AMERICA 


tm 


Made in America—by American craftsmen—with all-American components @ 


CHECK YOUR DISTRIBUTOR TO SEE THE FULL LINE OF THESE PROFIT-BUILDING RADIOS 


The “‘Pockette”’ Personal 
(Model 1TP1). Fits ina 
shirt pocket, yet gives 
superb “Golden Throat” 
performance. Up to 2% 
times longer battery 

life. Non-breakable 
“IMPAC”® case in 
Charcoal and Cham- 
pagne White, Ber- 
muda Turquoise 

and Champagne 

White, or Cham- 

pagne White. 


The Carrymate 
(Model 1T2). 
Beautiful new styling. 
Vernier tuning pin- 
points stations for best 
reception. Automatic 
volume control main- 
tains uniform volume 
for weak and strong 
stations alike. In Black 
Morocco or (Model 


1T3) Ginger simu- f 


lated leather, or genu- 
ine leather, Alligator 
grained. 


The Hawaii 
(Model 1T4). 

Use this with RCA 
Victor’s recharger 
and rechargeable 
batteries for a 

full five years of 
normal use. In 
Antique White, 

4, Light Turquoise, 
\, or Charcoal Gray. 


Tmk(s)® 


The Globe Trotter 
(Model 1T5). 


| Most powerful RCA 


Victor portable. 
Unique on-off roll- 
top cover, swing- 
down carrying 
handle, and slide 
rule vernier tuning 
for extra accuracy. 
Beautiful satin alu- 
minum trim with 
Charcoal or Aqua. 
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CUSTOM MODEL CDAC-24 features 
automatic humidistat. SUPER MODEL 
CDNC-23 (not shown) without humidistat. 





three new 


Coolerator 


DEHUMIDIFIERS 
with the exclusive built-in bonus profit plan! 


They’re here . . . better than ever and with lower dealer prices . . . the new Coolerator Dehumidifiers! 


Here are three new models . . . all with striking new design . . . all 100% performance tested .. . all 


with 5-year factory warranty .. . and all with the built-in bonus profit plan (see below) for higher 
grosses! 


Outstanding features of Custom and Super models include a big 1/5 H.P. compressor, big 8” diameter 
fan, long double-banked cold coil, large multi-fin condenser, easy-rolling casters, and exclusive 
Styrafoam seal that forces all air over the coil for maximum dehumidification. 


You can sell these new Coolerators with no delivery or installation problems, no service or return 
worries, and little capital investment—and the market’s growing bigger every day! 


; : Mail the coupon below today to find out how you can make more money with Coolerator Dehumidi- 
COMPACT MODEL CDC-24—Big capacity fiers than with any others 
... top quality... and still priced to outsell J 


your competition at a profit! Order early! 


EXCLUSIVE COOLERATOR BONUS PROFIT PLAN 


1. QUALITY PRODUCTS! 2. FEATURES THAT SELL! 3. DIRECT FROM FACTORY 4. PROTECTED TERRITORIES! 
Actual service records show Coolerator ranks at the With all the popular features, Coolerator PURCHASING! You make better grosses A market area for every dealer—with protection— 
top of the industry for dependable performance! gives you plenty to talk about! ... have supply and service points nearby! insures higher profit sales volume! 


<¢ © re) Z Dal RAT © a MAIL THIS COUPON TODAY! 


COOLERATOR DIVISION, DEPT. AC-613 


o7 g Wi s 4 oO Be McGraw-Edison Company, Albion, Michigan 


Please send complete information on new Coolerator Dehumidifiers and 


McGRAW-EDISON COMPANY e ALBION, MICHIGAN Bonus Profit Plan. 


In Canada: 574 Fourth Line, Oakville, Ontario niin sani ce fotos = SF 


Finest in Pe ae, 
PRODUCTS OF NJ } Home Comfort Appliances 


@ : STREET__ 


———E— 





DATELINE: EUROPE 


The French Discover 


They Like Appliances 


By LAURENCE WRAY, EDITOR 


The fifth in a series of weekly reports written on the scene in Europe 


There’s an old saying that 40 
million Frenchmen can’t be wrong. 
Well, that’s just about the popula- 
tion of the country. Yet, although 
95% of their 14 million-odd fam- 
ily homes are electrified, the house- 
wives of France are just beginning 
to taste the joys of domestic re- 
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frigeration, electric clothes wash- 
ing and television viewing. From 
almost a standing start a_ short 
decade ago, roughly one out of 
every five families in France now 
own these three devices. That’s 
a 20% saturation level compared 
to about 50% in the U. S. 


ELECTRICAL MERCHANDISING WEEK 


Many of the same conditions were 
found in post-war France as in 
Great Britain—government ration- 
ing of strategic raw materials, rela- 
tively low income levels, stiff levels 
of sales taxes and stringent install- 
ment credit terms. Perhaps even 
more important is the fact that, 
prior to 1949, only a handful of 
French manufacturers were turn- 
ing out appliances for the domestic 
market. What few were bought 
were mostly imports from the U.S., 
Germany and Britain. 

But the last 10 years have 
brought startling changes. Today, a 
strong, well-financed body of ap- 
pliance-radio-television manufac- 
turers are turning out constantly 
increasing volume for the home 
market and are even beginning to 
make a sizeable dent in the export 
field. That doesn’t mean to say that 


in one book 


Brand shifts and product trends in 21 strategic markets 


across the country are shown clearly in the market-by- 


market comparisons of the 1960 Consolidated Consumer Analysis. 


Here's a 130-pagée bobdk expressly designed to help you 


do business with utmost effectiveness by using 


its detailed brand and market data. 


It’s the 15th annual edition of the Consolidated Consumer 
Analysis, produced by 21 great newspapers, now covering better 
than 100 basic subjects ranging from groceries to girdles. 


To help visualize your future product potential, you’ll find 


median product use trends for the past three years. 


And you'll want to see the brand comparisons for 


individual product categories shown in large and small 


markets from Rhode Island to California, and out to Honolulu. 


This book pinpoints important market characteristics 
to help sales-minded companies reach peak 


performance with their advertising dollars. 


Get your copy of the 1960 Consolidated Consumer Analysis. 
The 3,000 packed pages of 21 individual Consumer Analysis 

books here are digested into one 130-page 
report loaded with market ammunition. 


Your copy is available from the member Consumer Analysis 


“hewspaper nearest you, or from any one 
of the newspapers’ national representatives. 


they are no longer importing. They 
are, but due to the shortage of 
foreign exchange, strict control is 
exercised over goods coming into 
the country. 


Refrigeration. Take a look at what 
has happened to the electric refrig- 
erator business in France: 

Back in the pre-war year of 1938, 
only 20,000 refrigerators were sold 
in all France; by 1949, the figure 
had trebled to 60,000 units, but in 
1959, it had jumped to 720,000 and 
a large proportion of them were 
domestically produced. In the last 
10 years alone, some 3.5 million 
household refrigerators have been 
sold in France—virtually their en- 
tire present-day saturation. To be 
sure, we sell that many refriger- 
ators in the U. S. in a single year, 
but our basic market is well over 
three times the size of France and 
they are just getting started. 

Incidentally, that is one of the 
impressive facts that strikes the 
observer in either Britain, France 
or Italy: The present status of their 
respective appliance industries, 
from the standpoint of saturation, 
public acceptance, production and 
sales are just about where we were 
25 years ago. In other words, vir- 
tually embryonic industries, enjoy- 
ing their first real surge of growth, 
but with dynamic potentialities, 
both in their domestic and export 
markets, for future expansion. 

The feeling of optimism and ex- 
citement is everywhere; new plants 
being built, older ones expanded; 
mergers of prominent companies; 
the first real advertising and sales 
promotion efforts getting under- 
way; to say nothing of the meetings 
and conventions of newly formed 
industry associations. It’s a heady 
atmosphere. 

Curiously, considering the fact 
that their own domestic industry 
hardly stems back more than a 
scant 10 years, it was a Frenchman, 
Ferdinand Carre, who developed 
the first absorption-type refriger- 
ator over a century ago (1858). 
And it was another French pioneer, 
Charles Tellier, who was responsi- 
ble for the first compression ma- 
chine almost as long ago (1868). 
Today, the Peltier effect, of French 
origin, may yet revolutionize the 
industry with thermoelectric units. 
Yet, as late as 1949, the French 
refrigeration industry was in the 
doldrums. Their products, based on 
bad copies of absorption systems, or 
on the development of open-type 
compressors instead of sealed units, 
couldn’t compare with their for- 
eign competition—especially that 
of the U. S. 

Yet today, French manufacturers 
take pardonable pride in the fact 
that their products are the equal 
in performance and style of those 
produced anywhere in the world. 
The compressor- with sealed 
units made in France, dominates the 
market today, although absorption 
units, still enjoy a fairly steady 
sale. Unlike Britain, where the 2% 
to 4-cu.-ft. models account for 90% 
of the market, French refrigerators 
are produced in a wide variety of 
models, with capacities ranging 
from 35 to 300 liters. 


Very few feature freezer compart- 
ments, because quick-frozen foods 
are still a rarity in France. French 
housewives love to shop their mar- 
kets daily, or perhaps from gener- 
ations of habit—a_ situation that 
may undergo some gradual change 
as refrigerator ownership increases. 


Continued on page 35 
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i960 FRIGIDAIRE 
DISHWASHER LINE 


IS MOBILIZED FOR SALES ACTION! 








Frigidaire Budget Mobile. The ideal mod- Frigidaire Free-standing. For the family 
el for small kitchens, apartments, renters, with space near the sink without the cost of 
newlyweds—the entire low-budget market. built-in carpentry. No sacrifice in cabinet 
Top-loading, low-priced—a perfect pro- space. Features front-loading, big capac- 
motional model to build store traffic. ity, and Swirling Water Washing Action. 





Exclusive Swirling Water Washing Action 
forces water — too hot to touch — directly 
over every soiled surface. No dish can hide. 





Es PRODUCT OF GENERAL MOTORS 


New Frigidaire “Dishmobile’— 
full size, mobile, front-loading, 
no installation 


Here’s your entry into the ‘‘buy-now, build-in later” 
market. Offers all the features of the Frigidaire DeLuxe 
Under-counter model— and it’s on wheels. Perfect for the 
renter, the apartment dweller, and the whole existing 
home market — no installation or remodeling cost. Single 
Dish-Minder Dial is easy to reach, easy to operate. Holds 
—and stores—full day’s dishes for average family of four, 
as do all Frigidaire Under-counter and Free-standing mod- 
els. In five Kitchen Rainbow Colors and White, with 


Maple Wood Chopping Block Top. 


Frigidaire Under-counter. For new homes Frigidaire Dishwasher-Sink Combination. 
and remodeled kitchens. Offers same fea- For new home and remodeling prospects, 
tures as the Dishmobile. Sheer Look styling a Frigidaire Custom Imperial Under- 
blends elegantly with any kitchen decor. counter Dishwasher and a compact porce- 
Custom Imperial and DeLuxe models. lain enamel 48” sink. Single lever faucet. 


Blast for Business—all the dishwasher 
business—with the full Frigidaire line. 
For more information, call your Frigidaire 
District Office, or write Frigidaire 
Division, Dayton 1, Ohio 
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General Electric Dealers: For Extra Sales—the new portable appliance you asked for! 


The new tron that tells women 
how to tron all fabrics safely! 


— 


Today, there is such a large variety of new fabrics on the market 
that the average housewife is often very confused as to the best 
way to iron them. 

If she irons them with an iron that’s too hot, she can scorch 
the new wash ’n wear, mar or even melt many new synthetics. 
If she sets her iron too cool—she has to work harder and longer 
without getting smooth results. 


General Electric’s new Spray, Steam & Dry Iron has a unique, 
new Even-Heat system and three new wash ’n wear settings that 
take the guesswork out of ironing all fabrics—including even the 
most fragile synthetics and heat-sensitive wash ’n wear. 


*Manufacturer’s suggested retail price. 


New External Sprinkler prevents spray water 
from spotting clothes. Sprinkles as it irons 
... with a press of the button. Saves sprin- 
kling and pre-dampening clothes. 


NYLON 
ORLON 
ACRILAN 
RAYON 
ARNEL 
KODEL 
SILK (5m. 
é 
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NEW! 3 Wash ’n Wear settings—new, exact 
Even-Heat settings just for wash ’n wear 
and synthetics. Handy ironing guide gives 
right setting for all the new fabrics. 


NEW! Unique Even-Heat system irons all 
fabrics without scorching cottons or wool- 
ens or marring, even melting the most deli- 
cate new synthetics and wash ’n wear. 


It’s a truly modern iron, engineered to solve today’s ironing prob- 
lems. STOCK UP—This is the new iron women are going to buy! 
See your distributor for details. General Electric Company, Port- 
able Appliance Department, Bridgeport 2, Connecticut. 

Also NEW from General Electric! The F-70 Steam & Dry Iron. 
It has all the exciting, hard-selling new features of the F-71 Spray, 
Steam & Dry Iron except the external sprinkler. 


Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


General Electric 1961 TV and Stereo lines ¢ RCA- 
Victor color TV e Preway built-in oven e Fram Aire 
air purifier e Pennsylvania power mowers 
PLUS HOUSEWARES NEW PRODUCTS ON PAGE 6 
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xENERAL ELECTRIC Stereo Phono Line 


The G-E console phono line consists 
of 7 basic models with variations in 
cabinet finishes, styles and features 
to bring the total to 21, plus 6 basic 
portables and a total of 7 sets. 

The portable phono line will be 
marketed through the radio receiver 
dept. distribution channels; the con- 
sole line through its major appliance 
division and independent distribu- 
tion organization. 

Outstanding features of the phono 
line is the “VacuMagic” an acousti- 
eally sealed vacuum cleaner which 
carries dust picked up by a brush 
mounted in front of the _ stylus 
through a tube into the interior of 
the cabinet. There the dust accumu- 
lates in a container. 

The stereo hi-fi console phono line is 
made up of 4 series: the “Devon- 
shire,” “Shoreham,” “Canterbury” 
and “Mount Vernon.” Each of the 
first 3 series is made up of 2 basic 
models, 1 with and 1 without AM- 
FM tuner. Each basic model is avail- 
able in 5 woods: walnut, mahogany, 
maple, cherry, antique mahogany. 
“Devonshire” series have 4-speed au- 
tomatic changer with ceramic car- 
tridge, diamond LP and sapphire 78 
rpm styli to play stereo and conven- 
tional records. Dual amplifier de- 
livers 12w power and is transformer 
operated. Speaker system consists of 
two 8-in. and two 4-in. units. Loud- 
ness, bass, treble and channel bal- 
ance controls. On RC 1210 a func- 
tional control switches from phono 
to tape to tuner. The AM-FM tuner 
in RC1210 and RC1211 has 9 tubes 
plus rectifier, vernier tuning, slide- 
rule dial and AFC. Separate tuned 
RF stages for AM and FM. 

The same 12w amplifier is used in 
the “Shoreham” series which fea- 
tures a customized turntable that 
automatically plays 10 7-in., 12 10- 
in. or 10 12-in. records at 4 speeds. 
Speaker system has 2 10-in. and 2 
31%4-in. speakers. “Expanded Stereo” 
is provided by a switch which allows 
wider area of stereo when satellite 
speakers are used. 

“VacuMagic” is a feature of the 


E STEREO PORTABLE NO. RPI170 








G-E "MOUNT VERNON” STEREO HI-Fi CONSOLE 


“Canterbury” series. Amplifier pro- 
duces 60w power. Ali sets have a 6- 
speaker system consisting of a pair 
of 12-in. low-range, a pair of 5%-in. 
mid-range and a pair of 3%-in. high- 
range speakers. The AM-FM tuner 
features simulcast reception. Also 
customized 4-speed automatic rec- 
ord changer. 
“Mount Vernon” 3-set series is top 
of stereo hi-fi console line and has 
“VacuMagic” device; 100w power; 
speaker system with 2 12-in., 2 5%- 
in., and 2 3%4-in. speakers. All speak- 
ers use extra heavy magnets. Simul- 
cast reception is provided. 
All but 1 of the portables (RP1112) 
offer stereo sound through separate 
wing enclosures or a_ speaker 
mounted in a removable cover. This 
is a single channel automatic port- 
able phono with 4-speed changer, 
dual sapphire-tipped styli in a ce- 
ramic cartridge; 5%-in. G-E Dyna- 
power, front mounted. Weighs over 
19 lbs.; luggage brown with tan trim. 
Four of the stereo portables have 
5w peak power dual amplifiers. 
Leader, RP1100, is manually oper- 
ated, 4-speed turntable. RP1127,8 and 
1135 have automatic changers. Each 
has a method of controlling balance 
between dual speakers. 
The 2 top portables have hi-fi sound 
with 20w amplifier. RP1155 has dual 
sapphire styli in a ceramic cartridge; 
four 6%-in. speakers are mounted, 
2 each in separate removable wing en- 
closures with extension cords to pro- 
vide 20-ft. stereo separation. Loud- 
ness, treble, bass and channel bal- 
ance controls; luggage brown cabi- 
net with white piping. 
The same basic equipment is used in 
RP1170, top of portable line, with 2 
speakers in main cabinet and 1 each 
in 2 wing enclosures. “Expanded 
Stereo” is provided by a _ speaker 
switch which allows listener to direct 
hi-fi sound to wing speakers only. 
A ceramic cartridge with diamond 
LP stylus and a sapphire 78 rpm 
stylus is used. Black cabinet with 
silver trim and ivory interior. Re- 
movable legs store in cabinet. 
Prices, console line ranges up to 
$650; portables from $49.95 to $169.- 
95. General Electric Co., Audio Prod- 
ucts Div., Decatur, Ill. 
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TV-PHONO-RADIO M782VMD 


GENERAL ELECTRIC Introduces 1961 TV Line 


The line of 20 basic models repre- 
sents a wide style selection and 
choice of wood finishes and features. 

Among the new features is the 
newly developed transistor sonic 
wireless remote control with a noise 
immunity circuit to reject interfering 
signals. The unit turns the set on 
and off, changes channels, has a 4- 
position volume control, including 
mute, and is designed to silence, au- 
tomatically, the audio system during 
channel changes. This sonic remote, 
coupled with automatic fine tuning, 
is featured in receivers from the 17- 
in. “Designer” portables through the 
23-in. consoles. 

For deluxe chassis line, the transis- 
tor radio remote has been retained. 

From a styling point of view, there 
are 4 groups: 17-in. sets in the “De- 
signer” category, as in the 19-in. mod- 
els with the exception of a conven- 
tional table model. The 21-in. picture 
tube is used in “Designer” popular 
priced table models and upright con- 
soles. The 23-in. tube is used in table, 
upright, lo-boy consoles, as well as 
combination TV-stereo units. Basic 
23-in. models are available in con- 
temporary, traditional or Early 
American. 

A “Daylight Blue” picture tube is 
used throughout the line for better 
picture contrast. In all 19- and 23-in. 
sets, G-E uses the 114-deg. square 
cornered picture tube with separate 
safety glass (not bonded), to reject 
outside glare, lower replacement cost; 
prevent scratches on the picture tube 
itself; and eliminate static charge 
from exposed surface. At top of line 
are 2 basics in deluxe furniture. 
Custom Ultra-Vision, “870” series, is 
made of 4 sets: No. M870VWD, R870- 
VWD, R870M1 and M871VWD. “M” 
means manual control; “R” remote 
control. All have speaker system 
with four 6x9-in. units and 2 electro- 
static “tweeters” with cross-over net- 
work. M870VWD is Scandinavian in 
style. Speakers are located behind 
solid walnut vertical louvers at each 
end of cabinet. The 23-in. tube mask 
is rectangular, flanked on each side 
and at bottom by woven fibre grille 
cloth. Tapered legs support set from 
overhanging top. 

R870VWD, walnut wood, has modern 
design tube mask, flanked by wood 
panels on each side, solid at top, 
louvered at bottom. Beneath picture 
is a woven fibre grille indented hori- 
zontally to form a “V.” Control panel 
is behind hinged wood door at right. 
Has power tuning and transistor radio 
remote control. ; 
R870VML, with radio remote, classic 
French Provincial in mahogany. Pic 
ture is flanked by panels of tapestry 
material with brass overlay in dia- 
mond pattern. Traditional design in 
fluted apron and overhanging top. 
Controls are hidden behind hinged 
right tapestry panel. 

Combination TV-Stereo Nos. M782- 
VWD, M783VWD and M782VMD in- 
clude a 23-in. TV set with stereo hi-fi 
sound system, which has two 10-in 


and four 3%-in. speakers. Mahogany 
or walnut genuine veneer. A 20w 
amplifier provides 10w peak power 
for each stereo channel. Automatic 
record changer has diamond styli hi- 
fi cartridge. An AM simulcast tuner 
with AFC and RF stages or AM and 
FM. 

All 23-in. sets use the 114-deg., 282- 
sq.-in., square cornered “Daylite 
Blue” picture tube. Table models, 
uprights, consoles, lo-boys and the 
combination in choice of bronze, ma- 
hogany, walnut, oak, maple, dark, 
light maple and “stress” mahogany. 
Wireless remote is available in half 
the 23-in. models. 

All 21-in. sets use the 110-deg. “Day- 
light Blue” picture tube with safety 
glass; conventional, table, upright 
consoles and “Designers” are includ- 
ed. Finishes include ebony and bronze 
to mahogany and oak wood, plus 
Starlight Gold vinyl. One console has 
a wireless remote. Available with 21- 
in. “Designer” are 3 furniture coor- 
dinates: a bookcase, corner table or 
hostess cart. 

The 19-in. sets use a separate “Glare 
Rejector” safety glass, 114-deg. square 
corner tube. Conventional table mod- 
els with wireless remote, “Designers” 
and the “Custom Designer.” “Custom 
Designer” models are M614VGR, M- 
614VCL and M615VWD with picture 
area flanked by 2 speakers. Comes 
with swivel legs in polystyrene or 
wood grain finishes of walnut, oak or 
cherry. 

“Coordinates” available with the 
“Custom Designers” included a pair 
of hinged doors mounted on a rec- 
tangular frame that attach to front 
of set covering set when not in use. 
A bookcase with “textured” sliding 
door which covers set is also avail- 
able. Also a corner table. 

A selection of 17-in. “Designer” port- 
ables round out the complete pricing 
structure. Walnut grain finish plus 
gray, beige, ebony or ivory high im- 
pact polystyrene cabinets are used. 
Two of the basic 17-in. sets have 
carrying handles and the new sonic 
remote is featured in others. “Coor- 
dinates” carried over for these 17-in. 
sets include a swivel stand, mobile 
cart, and 4-caster stand in oiled wal- 
nut and brass-finish metal. 

Prices, no suggested prices set: from 
$169 to $629 approximately. General 
Electric Radio and TV Div., Electron- 
ics Park, Syracuse, N.Y. 
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Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


PVe 


ORFERS YOU 


EXCL ELY THESE TWO FEATURES 


-STEEL RATCHET STRAP 
IGHTENER WITH AUTOMATIC 
STRAP RECOIL! 
This new ratchet quickly and easily tightens strap 


i ey around load. When loosened, spring action auto- 


/ 


Ne atically rewinds the strap in a neat coil, out 


Dk the way and instantly 
for its next use. A real 
time Yaver! EXCLUSIVE e 


‘ a THE ESRQRT! 


WORLD'S FIRST AUTOMATIC 
ELECTRIC PERCOLATOR 


Your customers know that coffee 
tastes best made in glass! Now they 
can have it the easy electric way . 
with a new Silex #1909 percolator. 
Lights in base shine up into coffee 
to add new glamor. Popular size: 
2-9 cup. Black or ivory, gold trim. 


DEPT. E 


Es¢ 


APPLIANCE TRUCKS 


orb 


§ FAMOUS ROLLER 
BEARING 


This ESC 

you to roll The log@ed 
up and down ‘etait with 
minimum of times nd effort; 
A real back savert\ 
SIVE ON THE ESCO 


WRITE, CALL OR WIRE 
TODAY 

For Full Details And 

Descriptive Literature 


STEVENS APPLIANCE 
TRUCK CO. 

BOX 897 
AUGUSTA, GA. 


MODEL MRT 


Magnesium Light! 
Magnesium Strong! 








MODEL SRT 
Rugged, All-Stee! 
Teabestes 


SOLD ON A MONEY-BACK GUARANTEE! 





THIS BRAND 
OPENS 

NEW FRONTIERS 
FOR PROFIT! 


CAPACITY $ 
1500 LBS. 


NO. 102 BALANCE TRUCK 


49 


The full load is perfectly balanced. As 
truck and appliance are tilted, the 
wheel lock is released by foot pressure 
and the wheels roil back into transport 
position. The center of gravity is di- 
rectly over the wheels; no weight is 
held by the mover, who walks upright 
Except on stairs or when loading, one 





ELECTRICAL MERCHANDISING WEEK 


PREWAY Oven 


Preway’s No. 2719 Gold Star built-in 
gas oven is available in provincial 
copper, stainless steel with 4 colors in 
porcelain. The new oven provides 
automatic clock control, convenient 
new low temperature (140 deg.) 
thermostat, built-in rotisserie and 
giant broiler. ‘“Hi-Dimensional” styl- 
ing is» created through use of a re- 
cessed control panel encased in heat- 
resistant glass on which all controls 
are mounted, and lighted by con- 
cealed tubes. Operating controls in- 
clude timing mechanism, pilots for 
oven and rotisserie and pushbuttons. 

Also equipped with the Expansion- 
lock, a device engineered to make 
installation—the “locking-in” proc- 
ess, a matter of only 30 secs. Price, 
$340.95. Preway Inc., Wisconsin Rap- 
ids, Wis. 





FRAM AIRE Adds to Air Purifier Line 


Expansion of its germicidal room air 
cleaner line with 2 new machines is 
announced by Fram Aire Corp. In 
addition the company announced that 
odor-removing filters have been added 
to all 3 appliances. 

Fram Aire’s room air cleaners are 
now equipped with a triple sandwich 
of filters which remove odors, germs, 
dust, pollen and other irritants. 

Original Fram air cleaner, a 25-lb. 
portable, recirculates air at 200 cfm. 

Additions are a smaller unit that 
operates at 125 cfm and will change 
air in a 1000-cu.-ft. room every 12 
min. The larger institutional unit 
moves 350 cfm. 

The Permachem-treated filters kill 
99-plus % of germs trapped in the 
filter. The dry filter media has su- 
perior dirt retentive qualities because 





of its depth-maze construction. Odor 
removal is accomplished with a sepa- 
rate filter. 

Prices, Original model, $69.95; small- 
er unit, $49.95. Fram Aire Corp. Div. 
Fram Corp., Providence 16, R.I. 





PENNSYLVANIA Mowers 


Two newly designed reel-type power 
mowers, Deluxe 21-in. and the Exeter 
18-in., are styled in bronze and white. 
Deluxe 21 has a new die cast alumi- 
num engine, 2-hp, 4-cycle unit with 
cast iron cylinder inserts. 

Exeter 18 has same 2-hp, 4-cycle en- 
gine or a 2.5-hp, 2-cycle engine. Au- 
tomatic recoil starters are provided 
for both as standard equipment. 

Providing a full 2l-in. or an 18-in. 
cut, mowing reels consist of 5 self- 
sharpening wide bevel ground, high 
carbon, steel cutting blades and hol- 
low ground stationary blade. 

Throttle and clutch controls on 
tubular steel handles. 

Grey iron frames for added strength. 
Prelubricated spring-loaded _ bear- 
ings, grease-packed at factory. Semi- 
pneumatic rubber tires; 1l-in. wheels 


on Deluxe and 10-in. wheels on Exe- 
ter. Both have grass stripper which 
keeps drive chain and sprocket teeth 
free from clogging. Adjustment 
heights from % to 2 in. on Deluxe and 
from % to 2 in. on Exeter. Pennsyl- 
vania Power Mower Div., American 
Chain & Cable Co., Exeter, Pa. 





RCA VICTOR Color TV 


The 1960-61 RCA Victor “Living 
Color” TV line is highlighted by a 
complete home entertainment center, 
the Cunningham series 211 CDW 98. 
a l-piece unit combining color TV, 


speed stereo record changer, 6- 
speaker “Total Sound,” 46w total 
output, stereo balance control. 

Danish modern, Early American, 
French provincial and Oriental styl- 
ing; 7-function ‘Wireless Wizard’ re- 
mote control in 6 models. 


man handles. On stairs the wheels are stereo and AM-FM radio with a 4- Other models are the Sullivan, table 
locked in closed position. Rugged steel STANWYCK NO CDR 9 model in ebony; Tilden, consolette; 
eee ee Vee ee Crawford, a remote version of Tilden; 
oes agg ce hams Abington, upright console. with dual 
for the very large appliances 
$6000 PER PAIR speakers; Randolph, contemporary 
lowboy with 3-speaker Panoramic 
sound; Glendale, remote version of 
Randolph; Hathaway, Danish modern 
eres ana alee } a ’ ; lowboy; Longport, Danish modern 
$35.00 up, F.0.B , Z lowboy with complete-off remote; 
gs _ * Monticello, Early American lowboy; 
SELF-LIFTING TRUCK CO. Fairhaven, remote version of Monti- 
425 North Main Street e@ Findlay, Ohio cello; Stanwyck deluxe French pro- 
vincial with complete-off remote; 
Wynnewood with folding doors. Radio 
Corp. of America, Camden, N.J. 


Retail $29.95 
specialize in profits with 
4 Silex appliance specialties 


Handle all large, heavy ap 
pliances with ease and e 
especially tall cabinets 
wont clear door 





The Proctor-Silex Corporation 
Philadelphia — Chicago — Canada 
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“They copied all they could follow, 
But they couldn’t copy my mind, 
And I left ’em sweating... 

A year and a half behind” 


— KIPLING 


Innovation p 


in the first stamped aluminum and stainless steel cookers! 


In pressure cookers, too, Presto IQ opens up exciting 
new sales and profit opportunities for you! For Presto is 
first with the features your customers want most. First 
with the pressure cooker for home use, first with a stamped 
aluminum and stainless steel model! But these are just 
a few results of Presto IQ working for you in appliances. 


First with the family-size deep fryer 

First with the electric fry pan 

First with the tap-water steam iron 

First with the submersible electric coffeemaker 
First with a family of eight “probe” appliances 


First with a portable electric oven using a 
Look at Presto’s record: removable heat control ON.P.LI., 1960 


PREST® 


NATIONAL PRESTO INDUSTRIES, INC., EAU CLAIRE, WIS. « IN CANADA: PRESTO DIVISION—GENERAL STEEL WARES, LTD., TORONTO 
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Convinced that Americans are “‘brands-conscious,”’ Sam S. Bloom of 


Downing Appliances, Denver, designed a unique basement TV 


display which provides. . . 


And Bloom carries six brands of television 
in building up a volume of around 2,400 sets per 
year in his three Denver outlets. 


When he designed his new East Denver store,, 


Bloom took advantage of the huge basement to 
create separate showrooms, each of which is de- 
voted to a single brand. 


“We had several objectives in laying out the 
store in this way,” the veteran Denver appli- 
ance retailer indicated. ‘Separation of the 
brands, of course, was the first. Then, there was 
the advantage of being able to snap off the 
lights in any showroom, to present the TV 
screen as it will appear in the customer’s home 
at night. We also get freedom from interrup- 
tions which stem from street noises, customers 
milling through the store, and similar factors. 
We have been delighted with the results.” 


Each of the showrooms was formerly a storage 
bay in the concrete-walled basement, separated 
by floor to ceiling partitions which jut out of 
the wall, and extend almost all the way to the 
center aisle, at the stairway. Rooms average 
around 15 to 20 feet across, and 12 to 15 feet 
deep, large enough so that each showroom can 
display a good variety of each manufacturer’s 
produc Only television and stereo are shown, 
the latter incorporated because the same separ- 
ation which appeals to television prospects 
likewise, of course, holds true with stereo, and 
because sound of sets under demonstration is 
muffled out by the thick partition walls between 
each section 

The six top-line brands involved are identi- 
fied by signs at the front of each of the separate 
rooms, as well as by the drapery fabric, built 


A Separate 
Showroom 
for 


Eaeh Brand 


around the trademark and brand name. The 
drapes are hung out a distance of several inches 
from the walls, to create a dead-air space which 
has proven effective in deadening noise when 
the basement is full of prospects. 

The average prospect is definitely brand- 
conscious, and Downing’s goes along enthusias- 
tically with this. The brand the customer men- 
tions is usually the first one he is shown. It 
isn’t unusual for the store’s four salesmen to . : 
close a television sale in one of the showrooms, ... and Zenith and two other brands 
without once moving on to one of the other there’s a separate salesroom in this 


showrooms. un iq ue Den ver store. 


“The separate booths solve the problem posed 
by the fact that every line has different fea- 
tures which are visible on the set,” said Wolf 
Lansing, sales manager. ‘‘We find this distract- 
ing, and often the prospect becomes hesitant 
when he finds that another brand has a feature 
which he feels is an improvement over the set 
he admires through brand loyalty. Also, where 
single-brand display is used, the differences in 
prices are easily explained by the differences in 
tube size, cabinet construction, from one to an- 
other, and the customer can be graded up into 
a better price bracket with a lot less trouble.” 

No attempt is made to “switch” a prospect 
who comes in with the conviction that he be- 
lieves in brand X, although, of course, now and 
then a prospect will have a second choice, and 
wants to look at everything in that category. To 
date, after the first few months of operation, 
Lansing has found that brand loyalty is pretty 
well distributed over all six lines, except 
for one in which the lowest price television sets 
are found, and which, of course, appeals to 
budget-minded purchasers. 
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NARDA Starts 


Institute Drive 


Based on only one mailing from 
the Chicago office and “word of 
mouth” efforts, expectations are 
already running high for peak en- 
rollment, wide geographic distribu- 
tion and all shapes and sizes of 
dealers when the NARDA Institute 
of Management convenes. That was 
the word passed on by Mort Farr, 
co-chairman of the Institute. 

Set in Washington, D. C., Au- 
gust 7-13, on the campus of Amer- 
ican University, the Institute will 
offer a first year course for those 
who have never attended and ad- 
vance work for former students. 

Enrollment blanks are available 
to everyone in the appliance in- 
dustry by writing to NARDA, 1141 
Merchandise Mart, Chicago, III. 








ASSOCIATION NEWS 


The eleventh presentation of the 
Advanced Executives Institute, 
sponsored by the National Retail 
Furniture Assn., is scheduled Au- 
gust 7-12 on Northwestern Univer- 


sity’s Chicago campus. Enrollment 
is limited to 55. 

Under the direction of Ira D. 
Anderson, associate dean of North- 
western University’s School of 
Business, the Institute will present 
a practical, comprehensive busi- 
ness course to help the home-goods 
retailer improve volume and profit. 


An air conditioning division of the 
Bureau of Home Appliances of San 
Diego County was formed last 
month. Headed by Richard Hunt- 
ington of the University Mechani- 
cal and Engineering Contractors, 
the organization includes about 75 
contractors, distributors, manufac- 
turers and _ representatives from 
the San Diego Gas & Electric Co. 


The Home Ventilating Institute 
elected new officers. Heading the 
Institute: President E. H. Bladh of 
NuTone, Inc. Other officers: E. B. 
Thompson of Fasco Industries, vice 
president; George F. Fleight of 
Trade-Wind, secretary. 


Paul L. Howard of the Yardney 
Electric Corp. has been elected 
chairman of the Metropolitan New 
York section of the Electrochemi- 
cal Society. 





Dateline Europe: The French 


CONTINUED FROM PAGE 28 

Apart from hermetically sealed 
units, similar to those used in other 
countries, the French are especial- 
ly proud of an original contribu- 
tion to the refrigerating art: The 
sealed electromagnetic compressor, 
which they claim has no starting 
torque and therefore no voltage 
surge; flexibility to variations in 
voltage; reduced power consump- 
tion and high power factor. Ther- 
mostat design has advanced con- 
siderably, some models _ being 
equipped with ambient thermo- 
stats. Mineral wool is the chief in- 
sulating material employed and the 
use of plastics is usually confined 
to inner linings, inner paneling of 
doors, fruit and vegetable trays— 
much as in the U. S. 


But the French manufacturers of 
refrigerators—newcomers though 
they may be on the domestic and 
international scene—are taking a 
fierce and jealous pride in the qual- 
ity of their products. They have 
progressed far in setting minimum 
quality standards for refrigerators 
through an association of manu- 
facturers called the “Chambre Syn- 
dicale Nafionale des Constructeurs; 
de Material Frigorifique Francais,”’, 
which is quite a mouthful. All’ 
French refrigerators have to pass 
a series of rigid tests at an inde- 
pendent testing laboratory, located 
at Meudon-Bellevue. Refrigerators 
passing the tests receive a “quality 
mark,” the value of which is well 
known in France and in world mar- 
kets, too. 

They are further cooperating in 
efforts to set up European mini- 
mum quality standards and a Euro- 
pean committee of manufacturers 
of all countries involved has been 
holding meetings to that end. To 
date, only Italy has had under con- 
sideration a “quality label,” similar 
to that of France. It’s true that in 
some other European countries na- 
tional standards of refrigerators’ 
minimum performance exists and 
that certificates are issued evidenc- 
ing “compliance with standards,” 
but they can’t compare to the stiff 
French regulations. 


Refrigerator factories in France, 
incidentally, like those in Italy and 
England, have been highly modern- 
ized within a relatively short time, 
or brand-new factories have been 
built and equipped with the latest 
machine tools for bending, drop- 
stamping, punching and welding. 


Naturally, these comprise’ the 
larger manufacturers in France, 
who produce about four-fifths of 
the refrigerators in the country. 
Many of them are connected with 
other large industrial enterprises in 
the automotive, aviation, appliance 
and allied fields. But there are a 
surprising number of exclusive 
manufacturers’ of refrigerators, 
much as existed in the U. S. some 
years ago. However, the trend that 
took place in this country—towards 
full-line manufacturers—is already 
beginning to become evident in 
France. 

The concentration of manufac- 
turing operations, together with 
the obvious advantages of utilizing 
the same distribution system, 
means that in the years ahead the 
hundreds of small, independent 
manufacturers may well be gob- 
bled up in the large combines now 
forming. 


We are deeply indebted for much 
of the foregoing to M. Bernard Ver- 
ries, director and editor of the of- 
ficial publication of the French ap- 
pliance manufacturing industry— 
“TL” Officiel du Froid et des Arts 
Menagers.” Your correspondent 
had the pleasure of meeting M. 
Verries and many of his colleagues 
in the French refrigerator industry 
at a luncheon arranged by M. Ber- 
trand Strauss, president and gen- 
eral manager of the Societe Finan- 
ciere d’ Importation. Present also 
were M. Raymond Leleu, president 
du Syndicat National des Enter- 
prises du Froid; MM. Carlier and 
Chicon of Unite Hermetique (Te- 
cumseh); M. Strauss’ colleagues, 
MM. Lagny and Leens; M. Rouget, 
director of eleven appliance stores 
in the Paris area and M. Riedinger, 
general manager of the professional 
magazine, “The Argus Menager.” 





4 good reasons* 
why the TRADE-WIND 
VENTLESS HOOD 
is everybody’s choice 





e These 4 super absorption filters—dual activated carbon and 
dual grease filters—give the Trade-Wind Ventless twice the 
air cleaning capacity. The grease and smoke-laden air is 
pulled through the filters and re-circu- 

lated into the kit- 

chen clean and 

fresh. 

e The Ventless 

is the ideal solu- 

tion where duct- 

ing is impractical 

and it’s the smartest development for a clean and air refreshed 
kitchen. 

Simple, tasteful design is available in two finishes—the Oxford 
in coppertone and the Bristol in satin chrome. Both in 30”, 36” 
and 42” lengths. 


DIVISION OF ROBBINS & MYERS, INC. 


7755S PARAMOUNT PLACE. PICO RIVERA, CALIFORNIA 
PL. Dept. EMW' 
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When Prospects With 
Wringer-Washer Pocketbooks 
©) Want Automatic Features... 


SwitCh’em to ABC 


You can save sales—and make extra sales—with 
ABC-O-MATICS! They let you sell top-of-the-line 
features at bottom-of-the-line prices. This keeps cus- 
tomers who are pre-sold on deluxe washer features, 
but have limited budgets, from ‘‘walking’’. Just 
switch ’em to this ABC-O-MATIC for only $189.95 
or less . . . with all these top-of-the-line features . . . 


2 CYCLES 
LINT FILTER 


BLEACH 
DISPENSER 


CHOICE OF WASH 
AND RINSE 
TEMPERATURES 


TRUE OVERFLOW 
RINSING 


SPIN-AIR DRYING 
GEARLESS DRIVE 


Step up your sales... Switch ’em to ABC 


ABC LAUNDRY PRODUCTS 
DIVISION 


American Motors Corporation « Detroit 32, Michigan 


Automatic Washers « Gas and Electric Dryers «+ Wringer Washers 


ABC Laundry Products Division, Dept. 613 
American Motors Corporation 
Detroit 32, Michigan 


Please send information on the new ABC Franchise. 
NAME 
COMPANY 


STREET 
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Promoted by FPC 


R. N. ROBERTSON has been named 
director of the residential develop- 
ment department of Florida Power 
Corp. He will supervise 57 residential 
sales representatives, home_ service 
advisers and other specialists. 





UTILITY NEWS 


Pennsylvania Electric Co. officials 
told stockholders that. increased 
use of home appliances and factory 
and labor-saving devices were re- 
flected in the 7.7% higher 1959 
power sales over 1958. The com- 
pany reported total sales of 3,657,- 
555,000 kilowatt-hours, with in- 
dustry uses accounting for the 
largest gain. 


Commonwealth Edison Co. of Chi- 
cago expects to earn about $3.85 a 
share in 1960, an increase of 18¢ 
according to Willis Gale, chairman 
of the board. Reporting to stock- 
holders, Gale and J. Harris Ware, 
Edison president, said: 

e The Dresden Nuclear Power 
Station will be stepped up to full 
power soon. It should be in regu- 
lar service this summer. The re- 
actor and its facilities are stable 
and exceeding performance esti- 
mates. 

e More than 70,000 dwelling units 
have been rewired since the resi- 
dential wiring program began in 
1955. “Because we have estab- 
lished, beyond doubt, that custom- 
ers who have rewired have rapidly 
expanded their use, we are liberal- 
izing our present plan in the hope 
of accelerating customer conversion 
to modern wiring.” 

e More than 22,000 electric dryers 
were sold as a result of a sales 
campaign in 1959, and “we expect 
an increase in electric dryer sales 
in 1960, because, although the ap- 
pliance is becoming more popular 
every year, we still have a custom- 
er saturation on this item of less 
than 10%. 


New Jersey Power & Light has de- 
veloped a new employee purchase 
plan to encourage ‘its employees to 
buy electric appliances. They bene- 
fit from liberal financing through 
payroll deductions, and they must 
buy appliances from a list of par- 
ticipating dealers. 


Seven Pennsylvania electric power 
companies will undergo an investi- 
gation of their current earnings, 
the state Public Utility Commis- 
sion announced. They are: Du- 
quesne Light Co.; West Penn Power 
Co.; Metropolitan Edison Co.: 
Pennsylvania Electric Co.: Pennsyl- 
vania Power Co.; South Penn Pow- 
er Co., and Cumberland Valley 





More Power Is 


In TVA Future 


Housewives in the Tennessee 
Valley may be using three times 
as much electricity to lighten their 
housework in 1970 as they are to- 
day, said G. O. Wessenauer, TVA’s 
manager of power, in a_ recent 
speech. 

In 1930 there were less than 20 
different household electric appli- 
ances in use, he said. Ten years 
Jater there were about 35; today 
there are nearly 60. 

“I believe most of us would have 
said in 1940 that virtually all of 
the practical electrical appliances 
had been invented; yet there are 
almost twice as many now as then,” 
Wessenauer said. 

“Possibly most of us think that 
the end has now been reached. The 
history of our country—the imagi- 
nation of our scientists and engi- 
neers—defies that kind of think- 
ing,” he said. “I believe it would 
be a safe bet that many new prac- 
tical uses will be found for elec- 
tricity in the home that none of us 
can think of now.” 


To meet the expected increase in 
power for homes, factories and the 
government, Wessenauer said TVA 
must build as much generating and 
transmission capacity in the next 
16 years as has been built in the 
region since the beginning of the 
century. 

Funds provided by Congress in 
the self-financing act will provide 
expansion capital for five to six 
years, Wessenauer said. Approval 
then will have to be sought to raise 
the $750 million ceiling on the sale 
of bonds, he said. 





Electric Co. The PUC said analysis 
of the companies’ reports for the 
first quarter of the year indicated 
that the utilities may be over the 
line in their return on indicated 
fair plant value. 


Public Service Co. of Oklahoma is 
in the middle of an “All-Electric 
Kitchen Carnival,’ designed to sell 
ranges. One of the features of the 
promotion is a certificate entitling 
a customer to a refund of $25 if he 
buys a range from a participating 
retail dealer. 


Nashville Electric Service has sent 
out bill stuffers to its customers 
supporting the “Live Cool 

Electrically” air conditiening pro- 
motion. Participating dealers also 
are being aided by a program of 
newspaper advertising, billboards, 
bus cards and radio spots. 


George M. Brunzell, executive vice 
president of the Washington Water 
Power Co. was promoted to presi- 
dent of the company to fill the post 
vacated by Kinsey M. Robinson 
who retired from the presidency, 
but retaingd the post of board 
chairman and chief executive of- 
ficer. 


Tennessee Valley Authority report- 
ed an increase of 14% in power 
sales to municipalities and coop- 
eratives during the nine-month 
period ending in March. The in- 
crease was attributed to an un- 
usually cold February and March. 


Fred A. Moreton has been elected 
chairman of the board of the Utah 
Power & Light Co. 
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The Entertainer 
“Veri-Thin” 
Sportabout 

Series 171-A04 


RCA VICTOR 


SPORTAZOUL 
TV! 


...the portable line 
with all popular 








“BIG SET features 


ay Meet RCA Victor’s Sportabouts—the year’s smart- 
est and most saleable portable TV sets. They’re lightweight 
beauties with all the looked-for, big-set features. 

You’ll have plenty to talk about when you show a prospect a 
Sportabout! Show him a picture that’s much brighter with far 
greater contrast, even in daylight, because of Sportabout’s 18,000- 
volt picture power—an all-time high for RCA Victor portables. 
Talk about Sportabout’s big-set quality features such as RCA’s 
Silverama aluminized picture tube... Security Sealed Circuits... 
tube guard for longer set life . . . an automatic channel equalizer 
to keep the picture at its highest quality level. 

Give yourself maximum sales power with NEw RCA Victor 
SporTABOUTS. See your RCA Victor distributor who has all the 
selling facts and a complete array of in-store sales aids—yours 
free for the asking. 





The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 


The Wayfarer “‘Veri-Thin’’ Sportabout Series 171-AO6 


Look at these popular BIG SET features you can talk about to sell SPORTABOUT TV 
































RCA Security Sealed Circuits. Copper- 
bonded, double-soldered circuits with 
components rigidly mounted to prevent 
jarring loose. Machine-precisioned, 
they’ve been proved reliable more than 
20 million times in RCA Victor TV sets. 


New High-Efficiency Chassis. Delivers 18,000 
volts of picture power. New silicon rectifiers 
and full-powered transformer give cooler op- 
eration, greater safety and dependability. 
Hi-Level Contrast produces wider contrast 


range without distortion even in daylight! 


Automatic Channel Equalizer. Maintains 
picture at highest quality level, even in 
difficult reception areas. Keyed automatic 
gain control compensates automatically 
for strong and weak signals to keep 


picture steady. 


Tube Guard. An outstanding feature that 
means longer life for the set! Stops tube- 
killing power blast when set is turned on, 
one of the major causes of T'V failure. All 
tubes, including picture tube, warm up 
gradually and safely. Texisy® 
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HOW’S BUSINESS? Here’s the answer for 27 key markets which 





cover 18% of the U.S. buying public. Based on flash reports of dealer 
sales in the areas served by these utilities, the chart provides you with 
an authentic, timely index of retail sales. Its an ELECTRICAL MER- 
CHANDISING WEEK exclusive. 
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NEW PRODUCTS—NEW SALES 


Southwestern Electric Power 
THIS SECTION CAN BE 


ECONOMICALLY USED FOR: New Orleans Public Service 


MORE SALES— | | IN THE WEST 
MORE PROFITS 


A special classification for manu- 





Idaho Power Co. 


Pacific Gas & Electric Co. + 
{ x +. 25 

facturers desiring advertising in Pacific Power & Light Co. —_ 4+ 14 
| | | bce 

Washington Water Power Co. +353 
run-of-book display space. The ; . +497 
NATIONAL 
Apr. 1960 vs. Apr. 1959 24 

| to 6 inches. 1 Mos. 1960 vs. 4 Mos. 1959 ae * 0 


0 = No Change 
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RATES ON REQUEST 
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ROLL-OR-KARI DUAL TRUCKS a es 1¢ 1c p In pri this time of the year, have been 
Sandie xefricers- pnsnewle eee” slow in those areas, possibly due 
tore, weaees ond —¥ } April turned into a better sales increases. United Illuminating of to the unusually cool weather. In 
freezers the quick cor ——) F month than most expected. There Connecticut, in the midst of a the Southwest, range sales are 
and easy way. ant r were increases in sales for refriger- water heater push, was up 77% for down. Dishwashers were the big 
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om ak wae i ators, freezers, ranges, air condi- April. item in the South and television 
inne Deteachaicbe = tioners and _ dishwashers; slight In the Midwest, dealers are dis- showed signs of a comeback. 
wheels. 7-ft. web drop was shown for water heaters, appointed but optimistic. Big pro- On the West Coast, business is 
= Cap 800 ail dryers, washers and television sets. motion by the Dayton Power & still classified “‘below normal for 
liens diiiilisd teuihiah whnata ck tas andl... calemalaie Regionally, the East led the na- Light should boost freezer sales in this time of the year.” Air condi- 
denies Datnaen tintesh vases at hele ends... Chae tion in April. With the weather that area. Kansas Gas & Electric tioners are up, but this is part of 
FOB Zumbrota. Ship. wt. $5 ibs. Write Dept. 8 favoring the shopper, items such is pushing electric ranges and a national trend. Pacific Gas & 
ROLL-OR-KARI CO. as the air conditioner and freezer freezers, so look for freezers to Electric reports sales up in all 
iciietuar SGM VA, Mumntsote soared while refrigerators, dish- make a big comeback in May. categories. Freezers join air condi- 
washers and dryers showed marked Air conditioners, usually < 


a big tioners as the area’s big sellers. 
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Ina move against service problems 
and the ‘captive service’ threat, 
parts jobbers are getting ready 


todo BATTLE WITH DIPLOMAS 


By next spring the appliance industry will 
have its first comprehensive training program 
designed for the men servicing all makes of ap- 
pliances. This “package,” now being prepared 
by parts jobbers, will offer the first curriculum 
based on intensive study of: (1) what the service- 
men say they want; (2) what the manufacturers 
would like the servicemen to know; and (3) what 
the distributors know the servicemen need to 
know. 

In addition, the package will be augmented 
by: (1) a simplified course on required business 
methods; (2) a collection of service hints and 
trouble shooting aids for each brand; and (3) 
a list of the fastest moving parts by brands to 
aid servicemen in car or shop stocking. 


This ambitious project was approved by mem- 
bers of the Appliance Parts Jobbers Assn. at its 
21st annual convention in Las Vegas. It is de- 
signed to be the major effort of APJA, pos- 
sibly rivaling in scope the now-established ad- 
vertising campaign (identifying “one stop parts 
suppliers”), which used 23.5% of the association’s 
1959 budget. 

“We see the development of a standardized, 
packaged service training program as the most 
logical and most effective service we can offer 
right now to the appliance industry as a whole 
as well as to us in the association,” President Re- 


elect Kenneth Adler, Servall Co., Detroit, told 
EM Week. Unlike service training sponsored by 
regional groups or individual distributors and 
manufacturers, the projected program will get 
impact from the nationwide scope of APJA 
with its more than 60 members, said W. A. 


Graham, Automatic Appliance Service Inc., Chi-~ 


cago, chairman of the Service Clinic Committee, 
which researched and proposed the new train- 
ing program. 


Captive service reared its head as a big reason 
for the parts jobbers to step up their interest in 
training the independent serviceman. In outlin- 
ing the packaged program, Graham told the 
members at Las Vegas that “. . . right now, we 
jobbers are enjoying a great period of growth. 
However, there are other factors and trends 
growing as well. The trend toward renewal or 
extended warranty service contracts is spreading 
among central or captive service agencies who, 
in the main, buy their parts direct. This in itself, 
aside from other recent developments affecting 
our area of operation, convinces me that we 
should do everything possible to prepare the 
independent service dealer to hold his own in 
the coming battle for the service dollar .. .” 


In six months, the APJA committee expects to 
have the service training program researched 
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Here’s what servicing dealers 
told APJA they wanted in a school 


1. Number of returns tabulated 285 


. Have you ever attended a service clinic? 


YES 249 NO 36 


. What is the best time to hold a service clinic? 


= 


Jobbers participating 22 





2 1 
oe 20 
4 4 


] ] ] 
AM: 


Answered only by a general AM or PM. 


How long should a clinic run? (Shown in hours) 
1.5 20 25 3.0 35 4.0 5.0 6.0 8.0 


oo: eC B42 a4 


Do you want a sales pitch given at the clinic? 


YES 48 NO 237 


Do you prefer a new or older model to be used at the clinic? 
BOTH 50 


. What is the maximum number of men to attend one school? 
16..20 25 2 40 50 


NEW 132 OLD 64 


Se eee? 


5 11 44 41 21 64 27 28 


. How do you rate filmed service procedure you have seen? 
FAIR 83 


. Should more emphasis be put on “What to look for if . . .”? 


EXCELLENT 38 GOOD 115 


YES 270 NO 14 


. Would a list of fast moving parts be of help to you? 


YES 244 NOT MUCH 29 


. Would an abbreviated list of service hints be of help to you? 


YES 272 NOT MUCH 12 


. Check two of the following you would like to have most in a clinic? 


TROUBLE SHOOTING 
QUESTION & ANSWER 


FILMED TEAR-DOWN 35 
LIVE TEAR-DOWN 223 
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and coordinated for presentation to the board 
of directors. By the spring of 1961, the package 
will be ready for use. And the association mem- 
bers see much broader use of the program than 
just its use by members in developing training 
schools for their customers’ personnel. Chairman 
Graham pointed out that”... we should attempt 
to interest and aid others to help in this work. 
Some of our utilities engage in service. Others 
do not, or are in the process of slow withdrawal 
from service. Sponsoring a permanent program 
with the various manufacturers cooperating on 
a weekly rotating basis would be a fine way for 
the utilities to continue to be of service to their 
customers by making better trained service per- 
sonnel available.” 


General industry acceptance is expected for the 
program. Some reasons: The parts jobbers are not 
creating a training program from their own 
notes designed to suit their own purposes. Al- 
ready, they- have surveyed dealers and service- 
men to find out what features they would like 
in a service school. Later, they will take the same 
survey to manufacturers to find out what they 
would like added and to decide how far manu- 
facturers ‘will go to cooperate with APJA, for 
instance, through supplying service material and 
the manpower needed to handle the schools in 
each locality. 


How an “average service student” functions 
in an “ideal service school ” 


From the survey, shown in part at the left, APJA 
Committee Chairman Graham drew up this profile: 

“He is very serious, this independent serviceman 
who takes time after a full day’s work to learn a 
little more about his profession . . . he comes to 
school for one purpose, to learn. His pet peeve is the 
smart guy who keeps interrupting the instructor with 
wise cracks or the display of his own great knowledge. 
He wants to start on time, eliminate time wasted in 
idle chatter, and he isn’t happy with the instructor 
who lets the class get away from him. 

“He expects the instructor to be loyal, but he must 
be honest about his product and its problems. He 
considers the instructor a specialist who is expected 
to have enough practical field experience to be able 
to supply the answers to all problems on his product. 
He can’t deny that problems exist. 

“As for the school: It should start at 7 p.m. and run 
22 to 3 hours. Because his primary interest is service, 
the student doesn’t want his time wasted by a sales 
pitch. He would prefer to have a new machine used 
for the tear-down, but it would be helpful to have an 
old one available too. 

“There should be no more than 20 students # a 
class, with an average of 15 preferred unless the class 
can be broken into small groups. He wants to get his 
hands on the product. He is not overly enthusiastic 
about filmed tear-down and procedure, but he feels 
it has some value in handling large crowds. He would 
like to be given an abbreviated or condensed list of 
service hints along with a list of the most used parts 
for the brand he is studying. Parts and service litera- 
ture should be made available to him at this time, 
along with special tool information. 

“He wants to spend the bulk of his time on the live 
tear-down in which he can participate, and on trouble 
shooting. This ‘what to look for if . . .’ phase of the 
school is very important to him .. . and he wants to 
know more about components. He asks to be given 
some idea of the incidence of failure to expect, the 
effect of the failure on the operation of the machine, 
how to pinpoint quickly its malfunction, and finally, 
whether it is better to replace or repair the part. 

“He would like to know the fastest way to check 
out electrical circuits. Not reading schematics, but the 
old ‘what to and where’ method. Then to top it off, he 
would like to know something about how to charge 
for his work.” 
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=3| TAKE IT FROM ME... 
"Misfit parts can ruin 
a reputation for 


good appliance service!"' 


"Sure, we have been tempted by some of the so-called bargains 
offered by off-brand parts outfits. But, take it from me, you 
don't build a good service reputation with customer complaints, 
and there's no profit in time wasted adapting misfit parts...or 
in unnecessary call-backs. Customer loyalty to us depends upon 
our loyalty to customers--so when we make a promise, we keep 
it! The Frigidaire District Parts Office, backing up our own 
Parts Department, with over 31,000 factory-engineered replace- 
ment parts and accessories, makes it easy for us to keep prom- 
siiecadiah, 2 ises. Customers know we have the necessary parts or can get 
in Frigidaire Fra ag centers and Dis- them quickly. And they know we take pride in doing the job right 
por the country, | : on the first call! Does it pay off? In just five years, we've built 


erlying 6°* : . : : , : 
js the under Tew an eighteen-man organization with nine service trucks--plus one 
When every © ; 


page ined, qualified to do the delivery truck--all equipped with two-way radio to speed low cost, 
ral ’ re 1 ° : : 
ai’ you are well: 0! factory-trained service to more people! And--we're enlarging 
our facilities for the fourth time!" 
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SOZIO REFRIGERATION CO, 


Revere, Massachusetts 


FRIGIDAIRE goes all the way 


TO BUILD SALES THROUGH SERVICE LEADERSHIP! 
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TAKE IT FROM US... 


A Quick Check of BUSINESS TRENDS 


LATEST | Preceding | . YEAR THE YEAR 
MONTH MONTH AGO SO FAR 


FACTORY SALES 130 133 104 25% up* 
appliance-radio-TV index (1957 — 100) (Jon. 1960 vs. 


Jon. 1959) 
RETAIL SALES 18.2 18.1 17.9 1.7% up* 
total ($ billions) 


(March 1960 vs. 
March 1959) 

APPLIANCE-RADIO-TV 327 336 332 1.5% down 

STORE SALES 

($ millions) 


(March 1960 vs. 
March 1959) 
CONSUMER DEBT + + 281 285 282 0.4% down 
owed to appliance-radio-TV dealers we ot A 
($ millions) 

FAILURES 34 27 28 21.4% up 
of appliance-radio-TV dealers (April 1960 vs. 


MAJOR APPLIANCES 


ABC Division of American 
Motors Corp. 

Coolerator Div. of McGraw- 
Edison Co. 

Frigidaire Div. of General 
Motors Corp. 

Gibson Refrigerator Div. of 
Hupp Corp. 10 

Hotpoint, A Division of General 
Electric Co. Bi Fis F 

Maytag Co. 44 

Trade-Wind Motorfans, Inc. 35 

Whirlpool Corp. 20, 43 


29, 40, 41 


but not as a gift! 
The Award of Merit is an earned honor 


No promotional gimmick, the Frigidaire 
Award of Merit plaque is presented 
only to those Frigidaire Dealers who 
meet and maintain 8 standards of serv- 
ice excellence .. . a reward for loyalty 
to customers. For more details, and for April 1959) 
factory-engineered parts, call or write: 


142.2 22.3% less 


FRIGIDAIRE SALES 
CORPORATION OFFICES 


ATLANTA, GA. 

2995 E. Ponce de Leon Ave. 
Decatur, Ga. 
BALTIMORE-WASHINGTON 
2315 Cecil Ave., Baltimore 18, Md. 
BOSTON 15, MASS. 

25 Blandford Age 
BUFFALO 2, = 
1018 Main at. 
CHARLOTTE 1, N. C. 

P. O. Box 1192 
CHICAGO 51, ILL. 

1200 N. Homan Ave. 
CLEVELAND 14, OHIO 
1729 E. 22nd St. 

DAYTON 19, OH 
P. O. Box 597, Far Hilis Station 


DENVER 4, COLO. 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($_ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 


110.4 97.0 


117.2** 


18.7+ 


345.34 


24.6+ 


66,159 


142.4** 


18.8+ 


340.8+ 


23.7+ 


64,267 


125.2°* 


17.7+ 


(April 1960 vs. 
April 1959) 


6.3% down 


5.6% up 
(Ist quarter 1960 
vs. Ist gtr. 1959) 


5.5% up 
(1st quarter 1960 
vs. Ist gtr. 1959) 

4.7% up 
(Ist quarter 1960 
vs, Ist qtr. 1959) 

1.8% up 

(April 1960 vs. 


HOUSEWARES 


Dominion Electric Corp. 38 
General Electric Co. 

Portable Appliance Dept. 30 | 
National Presto Industries, Inc. 33 
Northern Electric Co. 42 
Proctor-Silex Corp. 32 
West Bend Aluminum Co. 


HOME ELECTRONICS 


Motorola, Inc. 


215 Wazee Market 
DETROIT 28, MICH. 
13940 Tireman Ave. *New index being used. Federal Reserve Bulletin, Jan. 1960 ; 
FORT | WORTH 7, TEXAS **Figures are for week ending June 4, 1960 and preceding week (revised). Week ending June 4 
. O. Box 9847 inctuded Memorial Day holiday. 
+Figures are for quarters 
+ + Federal Reserve Bulletin figures (revised) 


A Quick Cheek of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 


April 1959) RCA 
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PORTLAND 9, ORE. 


Electrical Merchandising Week 16 
Milwaukee Journal, The 28 


National Housewares 
Manufacturers Assoc. 17 


Roll-Or-Kari 38 
Self-Lifting Truck Co. 32 
Stevens Appliance Truck Co. 32 





ments of 16 key products. New figures this week are shown in 


bold-face type. 
1960 
(Units) 


55,100 
138,300 
35,659 
240,680 
17,554 
122,708 
71,000 
179,100 


1959 % 
(Units) Change 


43,800 +25.80 
119,100 +16.12 
43,945 —18.85 
260,630 — 1.65 
23,807 —26.27 
130,050 — 5.65 
61,600 +15.26 
169,100 + 5.91 
121,400 — 1.58 
290,800 — 9.63 
119,075 — 46.87 
468,095 —41.78 
168,117 +44.26 
534,203 +10.07 
122,997 +62.53 
3,416,477 +24.42 
122,227 — 1.54 
2,260,072 +20.40 
109,239 +13.05 
2,209,694 +10.73 
333,700 + 1.32 
896,100 + 1.24 
102,200 —16.05 
267,400 —11.48 
70,400 + .28 
160,600 + 9.84 
136,600 — 6.30 
545,300 — 5.45 
29,100 + 2.75 


This index is published as a service. Every care 

is taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK assumes no responsi- 

DISHWASHERS Ra bility for errors or omissions. 

1035 N. W. 14th Ave. : ce 

er. LOUIS 8. MO. DRYERS, Clothes, Electric Apr. 


482 N. Kingshighway Blvd. 4 Mos. 
FRIGIDAIRE DISTRIBUTORS Gas Aud 
EL Fae. TEXAS 0S. 


alz Co. FOOD WASTE DISPOSERS Mar. 


500 San. Francisco St. 3 Mos 
HOUSTON 2, TEXAS ; 
FREEZERS Mar. 112,200 


Cox & Blackburn, Inc. 
3 Mos. 262,800 
PHONOGRAPHS, Monaural 
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CASWELL SPEARE 
HARRY C. HAHN 


. 
Curcat 





01 esrce Ave. 
2301 Commerce Ave PUBLISHER 
Mar. 63,264 


Ba nena mag eed 9, aD. 
efrigerating Equipment Co. 

900 3 Mos. 272,518 
Stereo Mar. 242,523 


N. Senate Ave. 
3 Mos. 908,518 
Week May 27 199,912 
21 Weeks 4,250,947 
Week May 27 120,339 
21 Weeks 2,721,234 
TELEVISION (production) Week May 27 123,492 
21 Weeks 2,446,759 
REFRIGERATORS = Mar. 338,100 
3 Mos. 907,200 
RANGES, Electric—Stondord Mor. 85,800 
3 Mos. 236,700 
Built-in : Mar. 70,600 
3 Mos. 176,400 
RANGES, Gos—Standard Apr. 128,000 
4 Mos. 515,600 
| eee. Apr. 29,900 
4 Mos. 106,300 
S Apr. 278,391 
VACUUM CLEANER -_ 112 
Apr. 175,983 
4 Mos. 843,899 
Wringer & Spinner Apr. 59,845 
4 Mos. 235,769 
WASHER-DRYER COMBINATIONS Apr. 10,404 
4 Mos. 59,433 
WATER HEATERS, Electric (Storage) Mar. 75,100 
Adds 3 Mos. 184,300 
Ee WATER HEATERS, Gas (Storage) Apr. 214,000 261,300 —18.10 
4 Mos 890,800 | 1,053,100 —15.41 


Frigidaire Service Department, 5 : 58 Pos treet San Fra 
Dayton 1, Ohio NEMA, AHLMA, VCMA, EIA 


ASSISTANT TO THE 
PUBLISHER 


PROMOTION AND 
CIRCULATION MANAGER 


PETER HUGHES PRODUCTION MANAGER 


MARIE RESTAINO PRODUCTION 
ASSISTANT 


LOUISVILLE 1, KY. 
Smith Distributing Co. 
P. O. Box 149 


MEMPHIS 4, TENN. 
McGregor’s Inc. 
1071 Union Ave. 


WAYNE SMITH 
RADIOS, Home-Portable-Clock 
(production) 
MIAMI 36, FLA. i i 
Domestic Refrigeration Co., Inc. RADIOS, Automobile (production) 
34 N. W. Third Ave. 
OMAHA 8, NEB. 
Major Appliance Co 
1101 Jackson St. 
ROCHESTER 4, N. Y. 
Chapin-Owen Co., Inc. 
205 St. Paul St. 
SALT LAKE CITY 11, UTAH 
W. H. Bintz Co. 
P. O. Box 1350 


SAN ANTONIO 6, TEXAS 
Straus-Frank Co. 

P. O. Box 600 
SIOUX CITY 2, IOWA 
D. K. Baxter Co. 

P. O. Box 1707 
SPOKANE 1, WASH 
Sunset Electric Co. 
North 703 Division St. 
SYRACUSE 1, N. Y. 
Onondaga Supply Co.. Inc. 
344 West Genesee St. 
TAMPA 2, FLA. 
Byars-Forgy, Inc. 

105 Twiggs St. 


DISTRICT MANAGERS 


NEW YORK WARREN S. ACKERMAN 
H. WILLIAM DAVIS 
500 Fifth Avenue, New York 36, N. Y. 

OX. 5-5959 
ATLANTA RAYMOND K. BURNET 
1301 Rhodes-Haverty Building, Atlanta 3, Ga. 
JA. 3-6951 
DALE R. BAUER 
EDWARD J. BRENNAN 

520 N. Michigan Avenue, Chicago |}, Ill. 


MO. 4-5800 

ava +e. CLEVELAND na ROBERT 2 engi 
ae 2 ee en 
202,259 —12.99 
903,836 — 6.63 
12,113 —17.01 
286,521 —17.7) 
11,507 — 9.59 
65,222 — 8.88 
74,900 + .26 
213,100 —13.51 





CHICAGO 


WASHERS, Automatic & Semi-Auto ...... DALLAS 


901 Vaughn Bidg.., 


JOHN GRANT 
Dallas |, Tex. 
RI. 7-5117 
HOUSTON GENE HOLLAND 
W-724 Prudential Bldg., Houston 25, Tex. 
JA. 6-128! 
RUSSELL H. ANTLES 
Angeles 17, Ca 
HU. 2-5450 
SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 
ncisco 4, Cal 
» GAMA. ! DO 


TORONTO, CANADA 
Frigidaire Products of Canada, Ltd. 
1901 Eglinton Avenue, E 
Scarborough, Ont., Can. 





LOS ANGELES 
1125 West Sixth, Los 
FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 
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Sources: 2-4606 





42 e FIGURES OF Th 


» 


3,300,000 ELECT: © *"¥ETS SOLD IN 1959 


1S NORTH 


in fact, for the past two years, 
Northern and its associated com- 


panies produced 48.2% of all 
electric blankets sold! The four 
famous Northern brands shown 
above—Crestwood, Century, 
Northern Special and Wayne—are 
by far the biggest selling distributed 


electric blankets in the entire 


Crestwood 


“ECTRIC BLANK EY 


ERN-BUILT! 


industry. In the popular price 
range, these four brands offer more 
quality and more PLUS selling 
features than any other competitive 
brand. So why sell anything but the 
best seller — for the fast turn-over 
and the full profit margin that comes 
naturally—call your Northern 
distributor now! 


NORTHERN ELECTRIC COMPANY 


CHICAGO * WAYNESBORO AND BAY SPRINGS, MISS. 
World's Oldest and Largest Manufacturer of Electric Blankets and Heating Pads 
Executive Offices: 5224 N. Kedzie Avenue, Chicago 25, Illinoise COrnella 7-S5100 
In Canada: George W. Endress Company, Ltd., Toronto 














ELECTRICAL 


MERCHANDISING WEEK 


TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 


during the past week. This unique summary is another 


exclusive service for readers of EM WEEK. 
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STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE 
Admiral 

American Motors | 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler 1A 

Decca Records 1.20 
Emerson Electric | 
Emerson Radio .50F 
Fedders | 

General Dy. 2 
General Elec. 2 
General Motors 2 
General Tel & El .76 new 
Hoffman Elec. .60 
Hupp CP. 34F 
Magnavox | 
Maytag 2A 
McGraw-Edison 1.40 
Minn. Mining & Mfg. 1.60 
Montgomery Ward 2 
Monarch .2EO 
Motor Wheel | 
Motorola 1.50 
Murray CP 

Philco 4G 

R.C.A. 1B 

Raytheon 2.37T 
Rheem .60 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .2OR 
Smith A. O. 1.60A 
Sunbeam 1|.40A 
Welbilt .10G 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60 








AMERICAN EXCHANGE 
Casco Pd. .30G 

Century Elec. '/2 

DuMont Lab. 

Herold Rad. 

lronrite .25T 

Lamb. Ind. 

Muntz TV 

National Presto 
Proctor-Silex 


MIDWEST EXCHANGE 
Knapp-Monarch 

Trav-ler Radio 

Webcor 


Fea FEB MAR WAR MAR MAR APR APR APR APR MAY MAY MAY WAY MAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY AUG 
18 2 2 


1960 


6 3 30 6 1 20 2 4 oO I 


CLOSE NET 
JUNE 6 | CHANGE 


CLOSE 
MAY 27 


17%, 17% 
23% 241/2 
23 | 22% 
37'/g 38!/, 
31%, 32%, 
407, 
45/4 
31%, 
49 

14 

17% 
44\/, 
89 

43% 
31" 

















ANALYSIS: The market respond- 
ing to favorable news in the steel 
and auto industries and the cut in 
the discount rate of two Federal 
Reserve Banks, made its biggest 
advance in time. Electronics, 
however, were not among the more 
active issues, closing on the nega- 
tive side. EM Week’s 52 key stocks 
established no real pattern 


some 


over 


the week-long trading, despite the 
market activity, as 22 issues were 
up, 25 showed decreases and 5 reg- 
istered no change. Minn. M&M, con- 
tinuing its rise, gained 6 pts. over 
the week, while establishing a new 
high of 221. Motorola led the de- 
clining stocks, closing at a minus 9. 
The average remains at 3634. Ten 


new highs, 4 new lows recorded. 





JUNE 13, 1960 


TOP TELEVISION STARS 
TO LAUNCH TOP GAS 
REFRIGERATOR-FREEZER 


on CBS-TV 
THURSDAY 
NIGHT « JUNE 23 


(see local TV listings for 
exact time and station.) 








ARLALEGIA Ul 
ded ttt: 








‘thd nas REX WEILPOOL Ges Ritioctcice Seattle” 


It's easier to sell because it's all new, inside and out, offering 
everything the modern homemaker wants in modern refrig- : 
eration. No-Frost in both the refrigerator and freezer... 
exclusive IceMagic® automatic ice maker . . . lower operating 
costs... 10-year refrigerating system warranty ... and 
many others. 


Your local Gas Utility company and your RCA WHIRLPOOL 
distributor have a complete tie-in program waiting for you. 
Contact them today! Don't miss this opportunity to establish 
yourself as headquarters for this sion dl sensational new 
principle in refrigeration. 











... another reason why 
it’s easier to sell RCA WHIRLPOOL 
than se// against it! 
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Never before has it been this 
simple to wash everything 
exactly right 


With this new Maytag Self-Controlled Automatic, a touch of just 
one button automatically selects the correct water level, washing 
temperature, washing time, agitation speed, rinsing temperature 
and rinsing time, even the speed of the spin. No dials, timers, or 
levers! All the housewife has to know is the type of load she puts in. 
There is a button for every type of load she'll ever have to 
wash. Each pre-sets the correct cycle. There’s also a button for 
rinsing things separately, and a button for spin-drying separately. 
Now correct washing of every fabric is utterly simple for 
anybody, a fact that’s certain to make sales. Get the profitable 
detaiJs from your Maytag Regional Manager or Distributor. 
The Maytag Company, Newton, Iowa. 


AUTOMATIC BLEACH DISPENSER 

a A Maytag first, Timed Bleach Injection 
adds bleach to wash water at exactly 
the right time, in exactly the right 
strength. Just one of many Maytag 
selling features in the new Self- 
Controlled Automatic. 


LINT FILTER AGITATOR, TOO!» 
Maytag’s Lint Filter Agitator elim- 
inates lint problems. 








